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ADD Dependable On and Off Operation 
to the SALES VALUE of YOUR SIGNS 


OU will be money ahead when you use this 

automatic time switch to turn your lighted 
signs on and off, for its year in and year out opera- 
tion will save on service calls. And your customers i 
will be pleased with its dependable service. “ gage 


This switch is built for accurate sign timing. : - : 
It is powered and timed by a Telechron motor r : £. A ie . pm ( ~ J 2 
Its silver contacts are amply rated (35 amp) “ - | : 
It can be used outdoors or indoors NCTC lle 


It is small and easy to wire 


And as for service—forget it! 


We'll be glad to send 
you a copy of our 
bulletin GEA-1427 con- 
taining complete de- 
tails about the T-44. 
Write to your G-E office 
or to General Electric, 
Schenectady, N. Y. 


ANOTHER SPECTACULAR WITH A G-E TIME SWITCH 


Thirst Knows No Season—says Coca-Cola 
BUT Astronomical-dial Time Switches Do 


The astronomical dial will automatically change 
the switch setting with the seasons—thereby turn- 
ing signs on at dusk and off at dawn (or off at any 
hour from 10 p.m. to 2 a.m.) the year ’round. This 
automatic convenience can be obtained for the 
T-44 switch. Ask for the astronomical dial. 


ASTRONOMICAL DIAL 


GENERAL & ELECTRIC 
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How often have burnouts and replacements taken all of your 
profit and more on jobs where you used inferior electrodes and 
tubing? One Sign Man reports that failure to use Warren products on 
every job has at times cost him, in outage and replacements, as much as 


100% more. 


Many Signmakers use Warren’s products exclusively because they know their 
dependability insures against loss of profit. Recently, in addition, discoveries 
made by Chicago Electrode Laboratories have given Warren’s Power Tubing 


25% GREATER BRILLIANCY! 
NOW Warren brings you PURE NICKEL ELECTRODES, at no greater cost, 


with these 8 advantages: 1. No bombarding sputter to darken tube at ends. 
2. Shells remain clear and bright when Open Stop Cock Method is used. 
3. Excessive bombarding heat does not affect operation. 4. Rust-proof. 5. 
High emission. 6. Elimination of losses from high resistance base metals 
used in some electrodes. 7. Pumping so easy that no special instructions are 


necessary. 8. ELIMINATION OF “WIGGLES.” 


STOP THAT THIEF—Replacement Costs! Make sure to protect your 
profits on every job with these two dependable Warren Products, POWER 
TUBING and PURE NICKEL ELECTRODES. 


Reliable Jobbers Solicited 


CHICAGO ELECTRODE LABORATORIES 
R. A. WARREN, President St. Charles, Il. 


Uditern SUPERIOR PRODUCTS 


SIGNS of the Times 


.«. The Theme of February 


SIGNS of the Times! 


SCREEN PROCESS is an Important Part of the Sign and Display Advertising Industry 


The use of the Screen Process Method of Reproduction originated in the sign industry. The 
pioneers of this method — the acknowledged experis—are sign men. All the developments 
from the crude beginning to the present-day techniques were occasioned by the necessity of 
better reproduction of signs and displays. Screen Process has penetrated into many fields, but 
wherever used, the skilled men producing screens or supervising their production are sign men. 
Its growth has made it adaptable to every branch of the sign, display and outdoor advertising 
field, with a consequent steady increase in the volume of materials, equipment and a 
required. 


SIGNS of the Times provides Full Coverage of the Screen Process Market 


The history of Screen Process is inseparably bound up with the history of SIGNS of the Times, 
for SIGNS of the Times alone has pioneered Screen Process, published the first article on its 
use, has covered this subject consistently in its editorial columns. That's why reader interest 
among screen processors is so high—why leading suppliers of screen process materials, “equip- 
ment and supplies advertise regularly in SIGNS of the Times—why firms allover the world 
interested in Screen Process have voluntarily subscriked. It’s the only magazine in the world 
that covers this important field. # 


Advertising in SIGNS of the Times is the Best way to Sell the Screen Process Market 


Each month, SIGNS of the Times sends out over 10,000 copies to sign, display and outdoor ad- 
veriising plants—to advertisers and stores that use and produce screen processed displays— 
to supply stores that handle supplies for the production of screen process work. Since 1933, the 
February issues have been known as the Screen Process Numbers—have built such a reputa- 
tion that the February, 1941, issue, with its array of Screen Process features, will command a 
readership among screen processors never before equalled. Advertisements on screen process 
materials, equipment and supplies make news. The screen process industry will be interested 
in your message in the February issue—so send it in now while choice space is still available. 


FEBRUARY SCREEN PROCESS ISSUE FORMS CLOSE JANUARY 20 
SEND SPACE RESERVATION NOW! 
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YOUNGSTOWN GALVANNEAL 
MAKES A WEATHERPROOF STOPPER 


. FOR UNION PACIFIC 


Recently commissioned by the Union Pacific 
Railroad to design something in signs that would 
demand attention day and night, the Electrical 
Products Consolidated of Omaha, Nebraska, pro- 
duced this modern “stopper”. 


This sign is built of Youngstown Galvannealed 
in the form of arevolving column and is completely 
equipped with tube lighting. 


For jobs like these, Youngstown Galvanneal 
offers a perfect paint-holding surface. The face of 
the metal is zinc, heat bonded to the base by a 
patented process assuring great uniformity in the 
surface distribution of the protective zinc coating. 
The matte surface produced is etched deeply 
enough to grip paint tightly yet requires only a 
normal covering to produce a high paint finish. 
Sign makers everywhere have found that these 

qualities help them get more business and 
make better installations profitably. 


Sheets - Flates - Pipe and Tubular Products- 
Conduit - Tin Plate - Bars - Rods - Wire - 
Nails - Tie Plates and Spikes 
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COMING 


SCREEN PROCESS will be the favored 
subject in the February SIGNS of the 
Times, as many readers already antici- 
pate, because the February number every 
year for many years has been the annual 
“process number.’ With this current 
number devoted mainly to selling and the 
February number to be devoted mainly to 
screen process, the industry gets off to a 
flying start toward greater achievements 
in the new year 1941... . The February 
number will attempt to record some of 
the advancements made in the different 
phases of screen process in recent months 
and the progress that is being made in 
the art and craft of process production 
from the making of the master sketch to 
the final color run. That such progress 
is being made is evidenced in the SIGNS 
of the Times office right now, with the 
receipt of screen-processed greeting 
cards that in originality, artistic creation, 
and fine production reveal that higher 
achievement seems to be always attain- 
able trom year to year, with the develop- 
ment of ideas and methods, and with the 
increasing availability of materials made 
expressly for use in process production. 
. More firms are constantly becoming 
engaged in process work, and more and 
more advertisers are becoming better ac- 
quainted with what it can do for them. 
SIGNS of the Times, with its pioneering 
in the exchange of ideas, and with its 
presentation of the ''continued story’ of 
process progress from month to month, is 
planning material for its February num- 
ber that will be of real service and value 
to both the maker and the user of screen- 
processed advertising displays. 


A. AND D. 


MANY READERS who cooperatively par- 
ticipated in the recent "popularity poll” 


(page 65, November) to voice their 


choice of what they like best will already 
see in the Art and Design Section of this 
issue some of their preferences repre- 
sented, and future issues will bring more. 
A slight change also has been made in the 
format for improved appearance. The 
readers are the "'editors'' of a more valu- 
able Art and Design Section for 1941, 
and constructive suggestions are always 
welcomed. 
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METAL WASH 


(Plating Solution) 


A scientifically prepared, economical plating solution 
for galvanized or Galvannealed Metal. Adds a binding, 
metallic film that provides a "grip" for any paint or 
synthetic. Simply mix a quart of Metal Wash to a 


gallon of water. Dries in 10 minutes. 


STICK-TITE WHITE METAL PRIMER 


A solid-covering, durable primer for use with spray or 


brush. Excellent as a primer for metal sign finishing 
or as blocking out medium in bulletin painting. Dries 


in 3 hours. A perfect ground for any finish. 


FAST-DRY BLOCK OUT WHITE 


Dries in 15 minutes under normal conditions. Keeps 
painters on the job because blocking out and re- 
painting can be done in one continuous operation. 
Provides a perfect surface for bulletin colors. Prevents 


sagging and running. Use this time-saver. 
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Prevent Peeling and 
Flaking of BULLETINS 
and OUTDOOR SIGNS! 


No sign finish can stand up on a poor founda- 
tion. Use Ronan Undercoats to make sure your 
Bulletins and Signs resist wintry blasts, snow, 
sleet, rains and ice. The Ronan Undercoats at 
the left, provide a perfect base for new jobs or 
repaints and prevent the finishing coat from 
peeling and flaking. See your distributor. Send 
coupon for further details and prices. 


T. J. RONAN CO., Inc. 


749 E. 135th St., New York City \ 
a FILL IN AND MAIL Ei 


T. J. RONAN CO., INC., ST-| 
749 E. 135th St., New York City 


Please send details and prices on 


(|_] METAL WASH (Plating Solution) 
(_] STICK-TITE WHITE METAL PRIMER 
|] FAST DRY BLOCK OUT WHITE 


HORDARSON is proud of the con- 
tributions it has made to better neon 


signs and to better interior illumination. 
An important part of our program is a 
close study of the constantly changing 
requirements for better signs and illu- 
mination. If your name is not on our 
mailing list, send it to us so that you 
will be sure to receive important tech- 
nical bulletins as released from our 


laboratories. 


THORDARSON ELEC. MFG. CO. 


500 W. HURON ST. CHICAGO 


Transformer Specialists 
Since 1895 
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Every Company Has Made Some One Sale During 1940 of which 
It Is Especially Proud—These Are Regarded As Some of the 


Best Sales...of the Year 


O LOOK back upon recent 

months full of activity and 

to pick out a certa‘n contract 
as “the best sale of the year’ is 
not always such an easy thing to 
do. However, as the results of re- 
quests directed to many firms in 
different branches of the business, 
SIGNS of the Times is pleased to 
offer the following case histories 
of interesting sales that have been 
reported. ‘These are, of course, 
apart from those that appear else- 
where in this issue and those that 
have been already recorded in past 
issues. 


Atlanta Attraction 


OW under construction is an un- 

usually outstanding sign installation 
in Atlanta, Ga., sold by Neon Service 
Company, Inc., of that city, and re- 
garded as its best job sold in 1940. A. 
M. Parker, president of the company, 
made the sale. 

The display is a big double-faced ver- 
tical for Sears, Roebuck & Co. It is 
approximately 21 feet by 75 feet in 
over-all size, and it is constructed of 
porcelain enamel in two colors—cream 
background with maroon letters. It is 
of modern design throughout. 

The vertical portion is 10 feet by 63% 
feet and reads “Sears” in modernistic 
tubing-outlined letters 7 feet tall by 3 
feet wide by 30 inches. A wider hori- 
zontal portion at the base of the display 
reads “Roebuck” in 3-foot letters of the 
same style, and “& Co.’ in letters 2% 
feet tall. Harmoniously incorporated in 
the bottom of this portion is a display 
clock with a dial about 7 feet in diam- 
eter. The over-all size of this part of 
the display is 11 feet by 21 feet. 

Neon Service Company, Inc., is very 
proud of this installation, which is ex- 
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pected to be completed some time in the 
early part of January. At that time, 
President Parker intends to supply a 
picture of it for publication in SIGNS 
of the Times. 


Dallas Displays 


A WADE, THOMPSON, 
president of Outdoor Electric Ad- 
vertising, Inc., Dallas, reports not one 
installation, but two recent verticals (see 
pictures ), which he lists among his com- 
pany’s best sales of the year 1940. One 
of these is a long-range display for the 
Santa Fe railroad. The other is an 
attractive display for the Texas Bank 


TWO SALES of Dallas displays by Outdoor 
Electric Advertising, Inc., are represented 
here. “Santa Fe” in white tubing can be seen 


and Trust Company, a Dallas institution. 

The railway company’s display was 
sold for its Dallas office building, the 
Santa Fe building, which, with its three 
units, is the largest office building in 
Dallas. The display is 50 feet 6 inches 
in height, 6 feet in width through the 
main vertical shaft, and 10 feet 6 inches 
wide at the widest point. It is of porce- 
lain-enameled steel and contains 667 feet 
of fluorescent tubing, powered by six- 
teen transformers. 

The letters are 5 feet and 4 feet tall, 
upper and lower case, respectively. They 
are outlined with 12-millimeter white 
tubing, and the display’s border is in 
gold tubing. The display is legible, 


sccenenenggiew 
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from one-half mile away. The Texas Bank 
uses pictures of its display to advertise its 
progressiveness. Each display is 50 feet tall. 
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Thompson says, from a distance of one- 
half mile in each direction. 

The Texas Bank and Trust Company 
display is also 50 feet in height. It is 
4 feet 6 inches in width through the 
vertical upright section and 10 feet wide 
across the lower horizontal section. This 
display is also of porcelain-enameled 
steel, and it contains 729 feet of fluores- 
cent tubing, served by seventeen trans- 
formers. Letters are 30 inches tall and 
outlined with 12-millimeter blue fluores- 
cent tubing. The border is in 15-milli- 
meter gold tubing. 

In its promotional literature and news- 
paper advertising, the bank uses illus- 
trations of the display to direct attention 
of the people of Dallas to its progres- 
siveness as indicated by the purchase of 
this new electrical display. 

“TI feel,” comments Thompson, “that 
when a bank spends money to advertise 
the fact that it has purchased an electri- 
cal sign to invite the public to its place 
of business, then that is news for all 
of .us.”’ 


Hotel Marquees 


PROFITABLE sales opportunities for 

sign companies are sometimes pro- 
vided in the diversion of a certain form 
of advertising display employed mainly 
by one line of business—theatres, in this 
case—into other channels of use. Mar- 
quees with attraction-letter panels just 
like those on theatres offer opportunities 


Courtesy, Wagner Sign Service, Inc. 
THE SALE of these two marquees on the 
Pere Marquette hotel, Peoria, hinged on one 


thing-—delivery on time. The job was fin- 
ished two days ahead of schedule by P & M 
Lustrolite Company. Foster Electric Com- 
pany, Peoria, made the sale. 
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that many imaginative salesmen ought to 
be able to turn into profitable sales. For 
hotels, such displays could advertise 
bands and other entertainment attrac- 
tions; for stores they could advertise 
sales and special offers. 

“Our outstanding sale the past year 
has been made to the Pere Marquette 
hotel, Peoria, IIl.,” reports Earle Ken- 
nedy, president of the P & M Lustrolite 
Company of Galesburg, Ill. “Two 
changeable-copy marquees are over en- 
trances on Main and Madison streets. 
This order was sold by the Foster Elec- 
tric Company of Peoria, who operate as 
our dealers in that territory. 

‘The unusual part of this sale was 
the time of delivery after the order was 
placed. The Peoria room was already 
under construction and the opening date 
already announced. This left just slightly 
under four weeks to build, deliver, and 
erect the job. The sale, of course, 
hinged on that one thing—delivery on 
time. 

“We took the order, and finished two 
days ahead of schedule. Not only did 
we do a big job in a hurry, but we 
turned out two of Peoria’s finest dis- 
plays.” 

Sales possibilities provided by such 
installations are cited in the following 
comment concerning this job and volun- 
teered by an advertising agency man: 

“While silhouette letters are com- 
monly found in theatre marquees, this 
installation in hotel marquees gives an 
interesting illustration of a commercial 
application of these letters. It reveals 
a profit opportunity for sign men.” 


Three in One 


COMPANY’S “best sale” need not 
necessarily be the largest; it can be 
one that is most interesting. 

“While the signs I am about to de- 
scribe are not the largest we have built 
this year,” states A. L. Triggs of Bril- 
liant Electric Signs, Inc., Cleveland, “‘we 
find they are the most interesting, as 
they are something entirely different 
from the ordinary bulletin and have cre- 
ated a great deal of attention and in- 
terest. 

“One of these displays has been in- 
stalled by our company for the Fleet- 
Wing Oil Company at East Eighteenth 
and Carnegie in Cleveland, where, be- 
sides arousing the attention of the elders, 
it has attracted the kiddies. First, a 
tiger, denoting action, appears, then an 
elephant, denoting power, and last, a 
camel, denoting ‘goes farther.’ This 
makes the youngsters want to stop and 


THREE PIECES of copy are displayed where 
one is usually shown, on this “triple ad” unit, 
by Brilliant Electric Signs, Inc., Cleveland. 


see the entire operation of the display.” 

The display is an action display, show- 
ing, by means of horizontally revolving 
prismatic panels, three pieces of copy on 
one display face. This particular unit 
has two sides, and therefore exhibits an 
aggregate of six advertisements. It ro- 
tates fifteen times each minute, giving 
each of the three designs five showings 
a minute on each side. The action part 
is 16 feet long by 12 feet in height, the 
over-all size being 18 by 18 feet. 

C. U. Johnson and E. J. Borgelt se- 
cured the order for this display. Triggs 
sold a roof display of this kind to the 
Pilsener Brewing Company for the ad- 
vertising of P. O. C. beer and Toby ale 
at East Ninth and Carnegie avenue, 
Cleveland. The action part of that dis- 
play is 18 by 18 feet, larger than on the 
Fleet-Wing unit. Displays of this kind 
are furnished complete on a rental basis 
for a period of thirty-six months or 
longer. 

Triggs calls this type of display a 
“triple ad” display, because it provides 
the means of exhibiting three pieces of 
copy where one is usually shown. It 
provides, he explains, a way to bring 
out three different points, facts, or fea- 
tures, in a most impressive manner. It 
is made in various sizes, for bulletins, 
roof displays, walls, and spectaculars. 


St. Louis High-Spot 


T. LOUIS is a packing center, so it 
is natural that one of the best sales 

of the year by the Al Fresco Advertis- 
ing Company has been the development 
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of a head-on painted high-spot display 
for the Krey Packing Company. It is 
located at 2241 Gravois, one of the main 
traffic streets, giving coverage on a ma- 
jor street leading through the south sec- 
tion of St. Louis. 

The purchase was made by the Krey 
Packing Company after a most search- 
ing study of space. A slight curve in 
Gravois projects the view for many 
blocks to traffic westbound from the 
downtown region, and a slight rise in the 
street brings the sign to eye-level. The 
readability of the sign was projected for 
a long distance with flashing tubing. 
This unit gives an efficient combination 
of long-distant legibility and flashing 
tubing with the flexibility of carefully 
prepared paint copy, portraying in a 
pleasing fashion the Krey company’s 
ham. ‘The Traffic Audit Bureau gives a 
rating of 1,443,000 gross circulation to 
this bulletin. 

“A few years ago packers were not 
evident as advertisers,’ says A. C. Hos- 
kins, president of the Al Fresco com- 
pany. ‘However, the continual appear- 


THIS HIGH-SPOT display was developed in 
St. Louis for the Krey Packing Company by 
Al Fresco Advertising Company. It combines 
long-distant legibility and flashing tubing 
with the flexibility of carefully prepared copy. 


ance of new users in the outdoor field, 
and the recurrent swings back into the 
medium of old users, are a source of in- 
terest in the business. 

“In St. Louis a few years ago an out- 
door advertising campaign was devel- 
oped stressing the government inspec- 
tion of meat. Then became apparent to 
the meat people the competition of other 
types of food that came with the change 
in the living habits of the people result- 
ing in part from widened use of auto- 
mobiles. This brought attention to the 
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need of constructive merchandising to 
increase the use of meat. It is abun- 
dantly evidenced in the mounting figures 
of outdoor sales to such users.” 

The meat advertising field is also rep- 
resented with outdoor displays by St. 
Louis Independent Packing Company on 
its Mayrose brand ham and _ bacon, 
Seiloff Packing Company with its Honey 
Dew hams, and American Packing Com- 
pany’s Sunrise ham and bacon. Another 
newcomer in this field is the Fischer 
Meat Company, a large retail firm, ad- 
vertising Fischer’s corned beef, and 
making use of Al Fresco units. 


Business Builders 


HIS is a success story of outdoor ad- 

vertising that has been proven profit- 
able to an electrical appliance house. A\I- 
though the firm has been in existence 
but a short time, it is already doing a 
large volume of business. S. Bosin, 
general sales manager of Outdoor Dis- 
plays, Passaic, N. J., was the salesman in 
the case. 

At an important intersection in Pas- 
saic, Outdoor Displays has erected a 
streamlined bulletin especially designed 
for the Arrow Electric Corporation of 
that city. This 12-by-50 display is placed 
at an angle at the intersection of Monroe 
street and Lexington avenue, so that it 
has visibility from both streets. 

At the left side on the bulletin is a 
14-foot disk raised about 8 inches from 
the surface, on which there is a cut-out 
form of an RCA Victrola illuminated 
indirectly with green fluorescent tubing. 
On the face of the board and along the 
base is constructed a set of individual 
raised letters reading “Arrow,” and by 
using different shades on the faces and 
sides of these letters, and a third shade 
on the face of the bulletin, a very strong 
three-dimensional effect is achieved. At 
the right side is a small raised panel 
carrying a picture of the trade-mark 
that has been the symbol of RCA Victor 
for so many years. 

As the display is directly opposite two 
large theatres, it has been equipped with 
a maximum of good night illumination. 
In addition, for the Christmas season, a 
wreath of red and green incandescent 
lamps was placed around the disk. 

This is the sixth painted bulletin put 
into service by Outdoor Displays for the 
Arrow Electric Corporation, which es- 
tablished its quarters in Passaic less than 
a year ago. The advertising of this 
concern is personally directed by its 
president, Al Levine, who has the high- 
est praise to offer for this outdoor ad- 


BUSINESS BUILDERS for the Arrow Elec- 
tric Corporation are displays such as this by 
Outdoor Displays, Passaic, N. J. 


vertising program as handled by Out- 
door Displays. 


Optician’s Opportunity 


RANCIS J. EARLEY, salesman, The 
Kimball System, Inc., Lowell, Mass., 
reporting : 

“One of my recent sales required a 
great deal of perseverance, but, in the 
last analysis, it indicated a ‘local selling’ 
function, plus an agency presentation 
that followed the natural formula of 
size, space dominance, color, economy, 
and clever art work. Besides being a 
local selling conquest, it transcends the 
ever-present barrier—outdoor’s conspic- 
uous absence in the professional field.” 
This is what Salesman Earley sold: 

When Community Opticians, Boston, 
opened a branch office in Manchester, 
N. H., recently, it was The Kimball Sys- 
tem’s pleasure to cooperate in the line 
of publicity. Four painted “standards” 
have been on the spot, month after 
month, proudly inviting passers-by to 
drop in upon “New England’s Friendli- 
est Optical Institution.” 

The potency, drawing power, and the 


A LOCAL SALE in the form of four painted 
displays helps make Community Opticians 
“New England’s Friendliest Optical Institu- 
tion.” Preserving efforts of Francis J. Earley, 
salesman, The Kimball System, Inc., made the 
sale. 
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| The Unusual... in Sales Inspiration 


f king Shasta Water Company of San Fran- 

cisco has, in recent years, through its 
agency, Brewer-Weeks Company of San 
Francisco and the Foster and Kleiser Com- 
pany, sponsored some traffic-stopping bulle- 
tin copy on Montgomery street in San Fran- 
cisco. The accompanying picture gives a 
little idea of how the company’s current 
copy is repeating history by causing pedes- 


THE DISPLAY has for its subject one of “life 
and death” interest. It reveals graphically the 
life expectancy a person can reasonably look 
forward to after having attained ages of ten- 
year intervals. 


trial traffic to come to a stand-still and 
motor traffic to move slower. 

As usual with this company’s bulletin 
copy, the new display, contrary to the rules 
of good outdoor advertising, is not readable 
in a glance by those who “read on the run,” 
and yet its actual, evident attention-value 
far exceeds that of displays designed to give 
the story in a glance. In this case, all the 
glance can do is arouse enough curiosity 
to cause the observer to stop in his tracks 
long enough to get the whole story. 

The display, which the people are seen 


studying in the picture, has for its subject 
one of “life and death” interest. It reveals 
graphically the life expectancy a person can 
reasonably look forward to after having at- 
tained ages of ten-year intervals. It depicts 
eleven heads of boys and men at different 
ages and indicates the life expectancy as 
follows: 
At 1, 48 years 
At 10, 50 years 
At 20, 42 years 
At 30, 36 years 
At 40, 28 years 
At 50, 21 years 
The copy, in the middle of the display in 
plain sans-serif upper-case letters, reads: 
“Average Life Expectancy — Your body 
contains 75 per cent water. Pure water pro- 
motes good health. Good health promotes 
longevity. Shasta Water from Shasta 
Springs is famed for its purity.” 


At 60, 14 years 
At 70, 9 years 
At 80, 5 years 
At 90, 2 years 
At 100, exit 


we sign and outdoor advertising ideas 
have been used to advertise “ideal 
home sites” in real-estate developments, but 
here is one that is a “five-star special.” 

No ordinary suburban community is Hills- 
dale, on the San Francisco peninsula twenty 
miles south of San Francisco. Hillsdale is 
the artist’s and home lover’s “dream come 
true,” a carefully planned community with 
individually distinctive homes designed to 
blend with the natural setting, 60-foot lots, 
scientific street design, playground, shop- 
ping center, railroad and bus depot, and 
school. 

No ordinary painted bulletin could fit- 
tingly advertise such a development and sell 
home-seekers on the “plus benefits” of Hills- 
dale, so Foster and Kleiser Company built 
the bulletin pictured here, conceived by 
Gerth-Knollin Advertising Agency, San 
Francisco. 

This structure measures 17 by 77 feet and 
is “a masterpiece of three-dimensional ef- 
fects.” Its color scheme is simple, yet effec- 
tive. The roof is light blue, the walls are 


white, the patio floor is brick-red, and the 
umbrella bedecking the table in the patio is 
orange and yellow. 

If a person were to walk behind the bulle- 
tin, he would be as disillusioned as if he 
It is per- 


were on a Hollywood movie lot. 


NO ORDINARY suburban community is Hillsdale on the San Francisco peninsula, and no 


ordinary painted bulletin advertises it. 
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fectly flat in back, save for a triangular pro- 
jection in the middle, marking a cut-out 
room that in front shows the fireplace, com- 
plete with andirons and logs. A “real” 
green lawn and white picket fence complete 
the display and make the illusion still more 
realistic. 


“PRHE Irvindale Cow,’ Minnie Quarts 
(herself) lives as a happy cow in a 
streamlined bulletin display adjacent to the 
Irvindale Dairy Company’s pasteurizing 
plant in Atlanta, Ga. She has General Out- 
door Advertising Company to thank for her 
unusual quarters, and she receives more at- 
tention that most cows on the farm, as her 
stall is spotless, well ventilated, and she is 
taken for a walk every morning and evening. 
Recently, however, a change came in Min- 
nie’s life, and, consequently, in the bulletin. 
The open portion of the display was covered 


DALE COW 


MINNIE QUARTS, the cow that lives in this 
bulletin, recently experienced a blessed event, 
with resultant changes in the display’s copy— 


and in the designation of her status from 
“Miss” to “Mrs.” 


with a canvas containing copy implying a 
coming “blessed event.” Three days later 
the canvas was removed and a calf was 
there with Minnie. “Miss” was quickly 
changed to “Mrs.” and new rhyming copy 
explained the change. All this did not 
greatly affect Minnie, however, who con- 
tinued placidly to serve her public, which, 
naturally, took more interest in her than 
ever before, all for the good of the Irvindale 
Dairy Company. 

So many people inspected her home that 
a wire mesh had to be placed over the 
opening and a fence erected with a sign 
requesting people not to trespass inside the 
enclosure. The dairy owner reports that 
twenty-five to thirty people stop and watch 
Minnie each night, and now it is rumored 
that several of Minnie’s cow friends might 
appear in other parts of Atlanta. 
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scope of the repeated message have 
pleased both the advertiser and Jerome 
O’Leary, account executive, Common- 
wealth Advertising Agency, Boston, 
Mass., advertising agency for Commu- 
nity Opticians. 

A perfect tie-in with radio, news- 
paper, and periodical promotion, outdoor 
is producing desired results for Com- 
munity—a true friend in all its essential 
relations —in itself, in its profession, 
and in its relations with the public. 


Train Travel 


ON THE accounting building of the 

N. C. & St. L. railroad in Nashville 
is a much-talked-of outdoor advertising 
display, “Travel by Train.” It was sold, 
designed, built, and erected by the Post 
Sign Company, Inc., of Nashville and 
Knoxville. Besides being a credit to the 
Post company, this highly advertising- 
worthy display might well serve as an 
object lesson for transportation com- 
panies that want to impress the public 
with their service and the important 
niche they fill in keeping up with the 
constantly forward - moving procession 
of the times. 

This display is of all-steel construc- 
tion, is 30 feet in height, 80 feet long, 
mounted on a heavy steel framework, 
and contains about 700 feet of luminous 
tubing served by twenty-four trans- 
formers. It contains more than 15 miles 
of wiring to accomplish its realistic 
train-coming-at-you effect. 

The train is outlined with red tubing, 
activated blue tubing forming the smoke, 
and animated white tubing forming the 
steam and dust. A double row of lights 
on the rails are connected to a chaser 
flasher to add to the illusion of motion. 
The headlight adds to the effect as it 
seemingly cuts through the smoke and 
darkness. 

‘Travel by Train” is in 4-foot letters 
of porcelain enamel outlined with green 
fluorescent tubing. The trade-marks are 
also of porcelain enamel and are illumi- 
nated with red and white tubing. Let- 
ters on the, buff background reading 
“1Y%c per Mile, Air Conditioned,” etc., 
are lighted by ten large reflectors. 

The flashing action is as follows: The 
train comes on, smoke and steam flow- 
ing, and chaser lights speeding up the 
whole effect. After the train “runs” 
about 10 seconds, “Travel by Train” 
comes on, remains 5 seconds, and then 
the trade-marks come on, remaining 5 
seconds. Then the indirect lights come 
on, remaining 10 seconds. The cycle of 
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A “TRAVELING TRAIN” advertises “Travel 
by Train” in this display in Nashville, an in- 
stallation of the Post Sign Company, Inc. The 
display is a big one, of all-steel construction, 
being 30 feet in height, 80 feet long, and con- 


animation requires about 30 seconds, 
then all lights go off and come on again 
for about 10 seconds to emphasize the 


size of the display and the amount of 


colorful lighting it contains. 


Successful Sales 


HE past six months have brought 

several “‘very successful’ sales to 
Gaess Outdoor Advertising, Inc., of 
North Bergen, N. J., according to Stan- 
ley W. Clark of the company. Clark 
is the company’s sales and contact rep- 
resentative, and he was the account man 
on all these contracts. 

Most recent among these is a unit at 
Market and Washington streets in New- 
ark, in the heart of the city, directly 
across from Bamberger’s department 
store. This is a streamlined display, 13 
by 53 feet, on which is an advertisement 
for Three Feathers whiskey and a cut- 
out bottle 19 feet tall. 

“Just prior to that sale,’ reports 
Clark, ““we erected a streamlined bulletin 
with tubing embellishment at the Ridge- 
field Traffic Circle in Ridgefield, N. J., 
for the F. & M. Schaefer Brewing 
Company, a de luxe bulletin built over a 
service station on an I-beam cradle on 
Route 4 in Hackensack, showing to traf- 
fic bound for the George Washington 
bridge. Also, about that time, three de 
luxe bulletins for Ramsey Country Club 
Estates went up. (One of these is pic- 


taining from 3 to 4 tons of steel in its frame- 
work. Seven hundred feet of tubing in vari- 
ous colors and more than 15 miles of wire 
were required to accomplish its realistic train- 
coming-at-you effect. 


tured in the accompanying group.) 
These displays have rounded columns 
and stainless-steel embellishments. Each 
has superimposed above the board three- 
dimensional cut-out metal letters con- 
taining the name. In addition to these 


MOTORIST-EYE VIEWS of typical Gaess dis- 
plays—tfor Calvert, Ramsey Country Club Es- 


tates, and Schaefer beer. Stanley W. Clark of 
Gaess Outdoor Advertising, Inc., North Ber- 
gen, N. J., was account man on these, as well 
as other recent contracts. 
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three sales, our company had its share 
of the Calvert ‘flash’ displays.” 


Baby Bulletins 


[NX THE spring of 1938, James P. 
Hufford, manager of the Hufford 
Sign Service in Frankfort, Ind., erected 
his first baby bulletin. Today his firm 
is servicing 100 leased units, ranging in 
size from 3 by 5 feet to 8 by 20 feet. 
Most of Hufford’s small bulletins are 
5-by-10 panels and measure about 10 by 
16 over all. Their construction, along 
attractive, modern lines, is illustrated in 
the accompanying group picture of nine 
representative units on his plant. 

“Our methods of selling,’ Hufford 
explains, “are much the same as any 
other outdoor company’s. We _ have 
models of all sizes of displays, a map 
showing their locations, and gross circu- 
lation figures on any single unit. A great 
deal of time and thought are taken in 
preparing our sketches, and many times 
we have closed contracts without making 
changes in copy or coloring. 

“We have a sales folio with pictures 
of locations, also a reel of 8-millimeter 
colored moving pictures actually taken 
from an automobile, showing the ap- 
proach to each one. This has been 
very interesting to prospects. 

“Among our accounts is the Clinton 
County Bank & Trust Company, for 
whom we maintain seven displays, 14 by 
30, each of which is on a main artery 


leading to the city. This contract was 
let to us in the spring of 1939, after 
much thought was given to the bank’s 
needs in advertising, which is handled by 
Robert Hall, who operated an advertis- 
ing agency before he entered the bank- 
ing business. 

“In 1940, we added several units and 
one sale that we are especially proud of. 
This was a contract with the Peoples 
Life Insurance Company, which has its 
home office in Frankfort. I made this 
sale myself, and here is the story: 

“U. S. Highway 52 running diag- 
onally across the state, misses Frankfort 
by about 9 miles, and persons traveling 
that route must use state Route 28, 
which passes through the city. One 
afternoon, while traveling U. S. 52, re- 
turning to Frankfort, I almost over-ran 
the turn. It immediately occurred to 
me that, no doubt, others had the same 
trouble. Besides, we should tell every- 
one where the city of Frankfort is and 
how far. 

“Feeling sure we could get some local 
company interested in tying its own 
name with this idea, I immediately took 
some snapshots of a desirable spot for a 
bulletin display. Next, I found out who 
owned the land, and went to see the 
farmer about leasing some space. Before 
I left him, I had obtained:.an..option. on 
space. 

“On the way home, I thought of the 
Peoples Life Insurance Company as a 
concern that would surely be justified in 


placing its name at that location. I im- 
mediately made a model display and col- 
ored sketch, and so armed, I called on 
E. O. Burgett, president of the company, 
who accepted my proposition. 

“Thus, we have established ourselves 
for future business with the insurance 
company, which besides getting some 
very worth-while advertising, has cre- 
ated valuable public good will in its 
home city.” 


HUS are concluded ten interesting 

stories of successful selling as re- 
vealed by the results of the sales—in 
electrical and outdoor advertising. All 
are sales of a practical nature that set 
good examples of what other firms are 
also doing and can do. They should 
provide plenty of sales inspiration, plus 
helpful ideas, for the sales-minded men 
in the industry who know how to make 
the most of them, as, for instance, the 
immediately preceding story in which 
Jim Hufford tells about his baby bulle- 
tins and how he made an important 
bulletin sale. Such a story is full of in- 
spiration for the operators of bulletin 
plants, whether they be large or small. 

Large verticals, marquee displays, spe- 
cial outdoor displays, semi-spectaculars, 
high-spot displays, bulletin campaigns, 
all are represented in this composite 
presentation, providing factual informa- 
tion of what can be done in selling dur- 
ing the year 1941 by showing what was 
done in 1940. 
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HIGHWAY BULLETINS such as these are 
sold and serviced by the Hufford Sign Service 
operated in Frankfort, Ind., by James P. Huf- 
ford. He built his first baby bulletin less than 
three years ago; now he has 100 units ranging 


in size from 3 to 5 feet to 8 by 20. Most of 
them are 5 by 10. Hufford tells here how he 
accomplished his “sale of the year,” a bulle- 
tin contract of which he says he is especially 
proud. 


JANUARY, 1941 
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Location and Medium Requirements—Step No. g toward Achieving Good 


ales-Getting Outdoor Copy 


E HAVE briefly covered eight 

\X / steps that warrant consideration 

to insure development of sales- 
getting outdoor copy, in the past eight 
issues of SIGNS of the Times. In this, 
the ninth and last step, we wish to point 
out that before proceeding with the 
sketch you give consideration to the type 
of space you plan to sell your customer, 
because this, to a great extent, should 
influence what should go on it. While 
this is not always the case, consideration 
of location may show it obviously re- 
quiring need of thought for best results. 

To illustrate this point, I'll take two 
neonized bulletins at Columbia, Mo., on 
Route 40 between Kansas City and St. 
Louis. Going either direction one has 
a long-view approach and at night the 
red neon stands out like a “sore thumb” 
long before it becomes legible. I have 
often thought of these two boards as 
being good examples of outdoor adver- 
tising that is doing its job. I have 
driven over this route numerous times 
but never during the day. To show the 
power of outdoor advertising, the one 
time I stopped in Columbia I went di- 
rectly to the Tiger hotel, which happened 
to be the hotel advertised on the boards, 
and which had been impressed upon me 
the number of times J had driven by. 

Now, obviously, if these bulletins had 
no illumination or night attention value 
I would not have driven directly to the 
Tiger hotel, which, incidently is not the 
only hotel in the city despite the fact 
that it was the only one announcing 
itself. 

To cover a point fully, let’s stay with 
this first illustration. Personally, I 
wouldn’t think of selling highway paint 
to a hotel without either lighting the 
board, putting reflector buttons on it, 
or doing something to enable it to do its 
job after dark, despite the fact that most 
bulletins one sees in riding around the 
country advertising hotels seem to have 
no way of registering their value at 
night. One might say, “So what?” Well, 
it should be common knowledge among 
hotel men that their peak registration 
hour from highway traffic has been get- 
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By Clarence L. Krieger 
Spectrolux Action Displays 


ting later every year. Just a few years 
ago it was around 4:30 to 5:30 P. M., 
while today it is 7:30 to 8:30 P. M., 
with many stopping at all hours of the 
night. 

Not only does a lighted or reflector- 
ized board make the name of a hotel 
better known, but it can have a psycho- 
logical effect on travelers. Invariably, it 
creates the feeling that such a hotel is 
well managed and a good place to stop, 
and the stop is made quite often for no 
other reason. 


HE selling of illumination should not 

be hard, regardless of whether loca- 
tions are on the highways or in the city. 
To prove that it is merely a matter of 
selling, I can cite what was done in Jack- 
sonvilie, Fla. In 1934, there wasn’t one 
single illuminated board on the highways 
entering that city. The first one erected 
proved so dominant that almost every- 
one seemed to want neon or lighting of 
some sort until today there are possibly 
fifty or more. 

The point I am trying to get over is 
“sell your customer the kind of board 
you know will do a job.” It isn’t simply 
getting the copy into a “swell” sketch 
but getting it to do a “swell” job, and 
if you feel that the board should be 
illuminated don’t sell it any other way. 


Locations of boards should be consid- 
ered with respect to color schemes. High- 
way bulletins have a “cool” background 
setting most of the year. Therefore, 
designs predominating in “warm” colors, 
such as reds, oranges, and chrome yel- 
lows, will have added attention value. 
This same condition is true with respect 
to wall displays. Invariably, illuminated 
roof bulletins will have increased atten- 
tion value when _ light-colored back- 
grounds are used. However, this is more 
important where the approach is short. 

With posting, one has the advantage 
of the blanking space to create a setting 
for any color scheme. Where an adver- 
tiser uses posting every month, definite 
changes in design or color scheme should 
be made each month, retaining some 
characteristic insuring continuity of de- 
sign or copy in each, as covered by step 
No. 8 in the December issue of SIGNS 
of the Times. 


HE underlying purpose of these 
articles has been to try to illustrate 
the importance of giving a little thought 
to the writing and designing of outdoor 
advertising copy. If you do this, it is 


only natural that you will most probably 
produce better results for your customer 
and in turn keeps him using your serv- 
ices. 


THE YEAR 1941, it seems, is going to be all right. Most motorists seldom get the chance to 
see bathing girls in January, but this year things will be different where Esso posters are 
placed. Esso Marketers and their agency, McCann Erickson, Inc., anticipate that this girl in 
the January Esso poster will attract the interest of millions of motorists in Esso’s area and will 


put across a strong selling message. 
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“SPIKE IS SO FOND OF THOSE KEM PROCESS COLORS THAT 
HE WRITES ODES TO THEM DURING LUNCH-HOUR!”’ 


The Process Colors You’ve Dreamed About! TryThem Today! 


RITING odes to Kem Process Colors is something 

few screen men do, but plenty of them feel very 
kindly toward these synthetic colors developed by 
Sherwin-Williams. On any job demanding permanency, 
brilliancy and flexibility, these colors are just about the 
best thing going! 

Practically every surface ever invented—from muslin 
to cellophane—is a cinch for Kem Process Colors. They 
have extreme durability and gloss retention, work easily 
under the squeegee without clogging or gumming. They 
have everything you've ever asked for in process colors, 
and because of their great color strength and covering 
power, they're economical to use. Try S-W Kem colors 
for your next extra-special job. Send coupon for free 
color card today! Sherwin-Williams Co., Cleveland, Ohio. 
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S-W PRODUCTION SCREEN PROCESS COLORS — 
Formulated for shops doing large production jobs 
where economy is the No. 1 objective. Ideal for 
theatrical and chain-store work . . . both for indoor 
and ‘‘short-term’’ outside jobs. Can be extended 
to provide surprising coverage. 


S-W POSTER SCREEN PROCESS COLORS — Dry to 
a satin flat finish in 5 to 30 minutes. Twenty-two 
clean brilliant colors for displays, signs, greeting 
cards, etc. Finely-ground to prevent clogging, give 
sharp clean edge. Highly concentrated for opacity. 


S-W FAST-DRY GLOSS PROCESS COLORS — For 
use where extreme durability and permanence are 
not required. Perfect for indoor signs, toys, novel- 
ties, dry in one to two hours to a high gloss. Use 


coupon for free color cards. 


ae : The Sherwin-Williams Co. 


Graphic Arts Division, Dept. A. 
Cleveland, Ohio 


process colors checked: 


ADDRESS 


Please send me free color cards on 


[] Kem [] Production [] Poster [] Fast-Dry 
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Installations in New Haven 


Made by Claude Neon of Connecticut 


LAUDE Neon of Connecticut, 

Inc., Bridgeport, Conn., was re- 

sponsible for the construction and 
erection of these three attractive installa- 
tions in New Haven—the vertical dis- 
play on Spector’s jewelry store, the 
Whitney theatre’s marquee display, and 
the marquee display on the new West- 
ville theatre. 

The Spector’s installation, while not 
new, is noteworthy for its design and 
coloring. The background is of white 
porcelain enamel, and the word “Spec- 
tor’s” is in bronze letters with blue por- 
celain-enameled inserts. White fluores- 
cent tubing illuminates these channels. 
The display clock is illuminated with 
fluorescent numerals and “Jewelers — 
Opticians” is set in a channel and made 
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of heavy bronze cut-out letters. Pro- 
vision was made on top of “Spector’s”’ 
for a flower box and flowers to be 
planted, but this idea was never carried 
out. The design was the work of the 
American Store Fixture company. 


HE Whitney marquee display is illus- 

trative of what can be done for a 
community theatre to give it advertising 
display prominence. ‘The letters in the 
name are of stainless steel containing 
gold fluorescent tubing. Blue tubing is 
in the trim. The marquee is trimmed 
with stainless steel. 

The Westville theatre, another com- 
munity house in New Haven, is a new 
theatre, built for the Westville Theatre 
Company, Inc., Jacob Weinstein of New 


Haven was the architect, and Ben 
Slanger of New York was associate 
architect. 

The name letters are 24 inches tall 
with an outline of gold fluorescent tub- 
ing in the channels. The marquee is 
trimmed with stainless steel. Pink flu- 
orescent tubing ornaments the border, 
top and bottom, and the attraction pan- 
els are illuminated by white fluorescent 
tubing at 60 milliamperes. 

“We believe we were one of the first 
to illuminate the attraction panels of 
theatre marquees with fluorescent tub- 
ing,’ comments Adam Hugo, president 
of Claude Neon of Connecticut. “The 
first installation of this kind made by 
us was for the Cameo theatre at Brew- 
ster, N. Y., June 30, 1939.” 
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Times Square Sees Another Innovation in Electrical Advertising 


A Store-Front Spectacular 


IMES SQUARE, in New York 

City, source of innumerable inno- 

vations in electrical advertising dis- 
play, was again treated to something 
startlingly new and original on Decem- 
ber 4, when the new Bond Clothes store 
at the historic site on Broadway from 
Forty-fourth to Forty-fifth street, was 
opened to the public with a fanfare of 
publicity. Opening day revealed a store- 
front display, the like of which is be- 
lieved not to exist anywhere else. 

The exterior is in effect a huge, three- 
sided spectacular display, complete with 
flashing luminous-tubing effects, big 
name displays, and display clocks. In 
addition, the interior of the store con- 
tains unusual applications of identifica- 
tion signs of the latest kinds. 

The site of the store was previously 


THE EXTERIOR is in effect a huge, three-sided spectacular display, complete 
with flashing luminous-tubing effects, big name displays, and display clocks. 


The main portion (below) is on Broadway. 
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occupied by the former International 
Casino and a store. The main portion 
of the display, on Broadway, is 220 feet 
long, and the side portions, on Forty- 
fourth and Firty-fifth streets are 100 
feet deep. The main portion is directly 
beneath the famous Wrigley spectacular. 

Architects on this unusual job were 
Elias, Rothschild & Co., Inc., well- 
known store designers and engineers, 
who handled the entire project, includ- 
ing the signs. This firm has handled 
most of the work for Bond stores for 
the past several years. 

“The main signs on this particular 
project were designed in collaboration 
with Douglas Leigh of Douglas Leigh, 
Inc.,” states Joseph C. Porado of the 
company. ‘‘These signs are installed over 
marble and granite facings on the build- 


et 


ing, and they are constructed of metal 
and illuminated with luminous tubing.” 

They were manufactured and erected 
by Continental Signs, Inc. Colorvision 
Ads, Inc., installed interior signs of 
plastic, and Allied Bronze Corporation 
supplied aluminum letters, projected 
type, rounded face, alumilite finish. 

The interest in the exterior display is 
concentrated within the big name letters. 
The outcome is believed to be completely 
original, the big-lettered name “Bond’”’ 
containing the clock in the “O” so that 
anyone looking at the display on Broad- 
way or Forty-fifth street would see the 
name ‘‘Bond.” 

The luminous-tubing effect in the 
name on the Broadway side is believed 
to be still more unusual. The broad 
strokes of the [Continued on page 83| 


THE INTERIOR contains unusual applications of identifica- 
tion signs of the latest kinds. 


Letters in bottom view have 


sand-blasted beveled edges. 
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TAPPAM Ronse 


‘“Tapps,” 1941 


lastic Progress 


Through Almost Ten Years Is Registered in 
Display Figure that Sells Tappan Ranges; 
Dealer Displays and Posting Are also Used 


OWADAYS, the term “ten years 
ago’’ signifies a span of develop- 
ment or progress that used to be 

complacently materialized in a lifetime 
or more. Such fast pace of advance- 
ment and change is especially true of the 
modern developments of modern prod- 
ucts, and among these modern products 
are, of course, plastics for sign and dis- 
play uses. 

Old King Cole, Inc., Canton, Ohio, 
producers of third-dimension displays of 
various kinds, has submitted an interest- 
ing picture of contrast, depicting, with 
“then and now” examples, how the pro- 
duction of a plastic display figure has 
been improved in the périod of even less 
than a decade. Without the visual evi- 
dence before one, it is difficult to appre- 
ciate that in such a short time there 
could have been so much of an improve- 
ment in the making of a third-dimen- 
sional display. | 

For many years, the figure of “Tapps’”’ 
has been the trade-mark for The Tappan 
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Stove Company of Mansfield, Ohio, 
which makes the handsome “Tappan’”’ 
gas ranges and which employs screen- 
processed displays and outdoor posters 
to help advertise them. The difference 
in the treatment of the same basic idea 
in the figure of ““Tapps” over a period 
of less than ten years is clearly shown 
in the picture. 

The 1941 figure is approximately 22 
inches tall, about 16 inches wide, and 
3% inches in thickness, and it is made 
of light-weight plastic by Old King Cole. 
So far, reports Franklin Dannemiller of 
the Old King Cole company, the stove 
company, in an original order and a re- 
order, has used 700 of these attractive 
figures for window and store display 
at dealer outlets for the “Tappan” 
ranges. ‘They are sold to the dealers at 
$2 each. 

“We have made similar displays for a 
number of outstanding American adver- 
tisers,’ states Dannemiller, ‘among 
whom are Bauer & Black, Goodrich Tire 


& Rubber, General Electric Company, 
and Westinghouse Electric & Manufac- 
turing Company.” 

The little fellow, “Tapps,” has a his- 
tory of all his own, according to an ex- 
planation of his career by R. J. Ham- 
mer, advertising manager of The Tap- 
pan Stove Company. 

‘““Tapps’ has been associated with our 
product for quite a number of years,” 
Hammer explains, “first in flat printing, 
and, since about ten years ago, in the 
plastic full figure as produced by Old 
King Cole, Inc. During the latter part 
of 1940, they produced for us the pres- 
ent figure, which reveals a marked im- 
provement in production.” 


THER display material offered to 

dealers by the Tappan company 
consists of display cards, price cards, 
and display pieces to fit atop sample 
ranges. A fall display set consisted of 
a large feature banner card for top of 
range, 20 by 52 inches, an 18-by-28 dis- 
play card and an 18-by-20 card, and a 
special price card, 8 by 18. 

A special holiday display set included 
three handsome screen-processed cards 
in brilliant holiday colors—a long, low 
card, easy to affix to backguard of 
range; a cut-out “tree” to decorate the 
top of range, and a cut-out turkey price 
card to place on the floor in front of 
range. This set was supplied to dealers 
without charge. 

In offering “Tapps’” and the screen- 
processed display material for dealer 
use, the Tappan company makes various 
suggestions for a variety of effective 
displays. Some indicate how the figure 
can be used with a pointer in the left 
hand to point out various features of the 
range displayed. One of the desirable 
things about the figure is that it is dur- 
able, can be placed on display for any 
length of time, and can be used in future 
displays. 

The company also makes cooperative 
posters available with imprint space for 
dealer. “Look at it Cook!” is the catch 
copy. Dealers are advised to use the 
posters. They are urged to check with 
their local posting companies, to decide 
upon a representative poster showing, 
and to make contact with their Tappan 
representatives to order the posters. The 
posters and imprints are then made 
available without charge. The twenty- 


_ four-sheets are produced by Thomson- 


Symon Company of Terre Haute, Ind. 
Lithographed display pieces that are 
used are made up by Fred Dugar Com- 
pany, Cleveland. 
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Te vigilance we maintain for 
stocking quality materials has resulted 
in the addition of Willemite Mix to our 
line of regularly stocked items. 


But whether you require a Fluorescent 
Mix ...a Neon Plant... Electrodes... 
Tube Supports ... Screws... or what- 
not — Order from either of the two Cen- 
trally Located Dietz Offices and Ware- 


houses to insure prompt delivery ... 
reliable merchandise . . . right prices! 


You can get What you want 


When you want it from... 


DI ET CHEMICAL GLASS 
WORKS, INC. 
2 CENTRAL LOCATIONS 
1975 East 65th St., Cleveland, O. 
5333 Penn Ave., Pittsburgh, Pa. 
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Humor Enlivens West Coast Twenty-Four-Sheet Posters 


SOME USERS of twenty-four-sheets are profiting from the theory that there ought to be more humor in advertising to enliven 
interest in it and to give a more vivid remembrance value to it.These posters, lithographed by Continental, offer more than 
mere advertising messages for their West Coast users. The Rainier poster, somewhat remindful of Alka-Seltzer, was placed 
through the Buchanan & Co. agency. The S & W design, a little remindful of Esquire magazine, was placed by Brisacher, 


Davis & Staff. The Standard Oil poster, a copyright design placed through McCann-Erickson, is remindful of Walt Dis- 
ney, showing, as it does, Donald Duck himself giving Old Man Winter the knockout blow. 
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A Short Short Story of Foster and Kleiser’s Sales-Promotion Work 


We're Taking... Better Aim 


ONSIDER two types of oft-used 
guns—the shotgun and the auto- 
matic rifle. One scatters its am- 

munition, subordinates individual selec- 
tivity to “blanket coverage” of the tar- 
get. The other projects a single missile, 
emphasizes accuracy of aim. Both guns 
excel in their respective uses. So it is 
in sales-promotion work in the field of 
outdoor advertising. Selling the outdoor 
medium to the potential user—the na- 
tional advertiser—may be done either by 
the shotgun method or by the rifle 
method. 

We wield the rifle. Why? Because, 
in contrast to, let us say, a national food 
product advertiser who advertises to a 
“mass market,” we as an individual plant 
operator have only a few prospects to 


make contact with and to “sell” on our 
service. We think in terms of “individ- 
ual’ users. 


This is exemplified in what we term 
the “Special Presentation.” Basically, 
this is a written solicitation, directed to 
the attention of a national advertiser 
that is a potential user of our service. It 
takes form in from twenty-five to forty 


J. G. Paltridge 
Sales Promotion Manager 
Foster and Kleiser Company 


typewritten sheets measuring 10 by 14 
inches, illustrated with glossy prints, 
charts and drawings, and spiral-bound in 
attractive artist’s board covers. A map 
of the U. S. with the Pacific Coast mar- 
ket blanked out in white is typical of our 
special presentation cover. We, of 
course; include on this cover the name 
of the advertiser to whom the presenta- 
tion is directed. 

However, before the presentation is 
typed, ground-work must be done, and 
therein lies the value of the rifle method 
of sales promotion. We find out first of 
all whether the potential user is at all 
interested in the outdoor medium, and 
more specifically, whether he is favor- 
able toward its use in the Pacific Coast 
market. If the “green light” is flashed 
here, we proceed. Our New York or 
Chicago office often makes personal con- 
tact with the general sales manager, 
agency account executive, or some man 
who can give us a clear picture of the 
advertiser’s selling and distribution in 
relation to the Pacific Coast. Having 
this information, we can then go ahead 
with our sales story, assured that we 


IN THE Foster and Kleiser special presentations, this sample page graphically illustrates “— 
outdoor advertising in a given market “Influences All Members of the Family.” 
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can better fit our sales story to his sales 
requirements. In short, we sell our 
ideas and our service to him and to him 
alone. 

Thus, in the writing of the presenta- 
tion, we first present him with the story 
of the Pacific Coast, showing it to be a 
high-buying-power market—an outdoor 
market, a good market for his product 
or service. Then we set up an outdoor 
advertising schedule in our territory, 
basing the extent, size and cost of cov- 
erage upon the extent of his distribution 
and the amount of money he would feel 
justified in appropriating. Next, we 
list the attributes of outdoor advertising 
—visual merchandising, brand identifica- 
tion, point-of-purchase coverage, econ- 
omy, and others—always stressing their 
applicability to advertising for his prod- 
uct. Whenever possible, we show ex- 
amples of our merchandising, even go- 
ing as far as to set up specific plans that 
would apply to the merchandising of his 
advertising. 

The map pictured is a sample page 
from a presentation. The four little 
illustrations superimposed and the white 
lines and posters illustrate in our spe- 
cial presentation the story, “Influences 
All Members of the Family.” We state 
that “‘all members of the family influence 
buying, whether it be a food product, 
family automobile or suit of clothes.” 
The little pictures illustrate this: 
‘Mother goes to and from home for 
shopping, recreational, and social activi- 
ties. Father goes to and from work,” etc. 

Results? They have been more than 
satisfactory. We look at it this way. One 
direct sale is worth a hundred presenta- 
tions and the other ninety-nine have not 
been wasted. In nearly every case, they 
are heartily accepted with thanks and are 
read carefully by one man, perhaps fif- 
teen men. Perhaps it will be several 
years before they devote part of their 
appropriation to outdoor advertising on 
the Pacific Coast, but when they do— 
who knows, perhaps they will have not 
forgotten that original special presenta- 
tion by Foster and Kleiser Company. 
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E RECENTLY had our annual 

V¢ sales dinner for the outdoor 
: division of Walker & Co., in- 
cluding the sales personnel from our 
branches, and from expressed opinions 
of those present, it was a highly success- 
ful meeting. The accompanying photo- 
graphs will assist you in visualizing the 
central theme of the evening. We used 
football for the decorative motif, not 
only because it was timely, but W. R. 
Hoskins, our sales manager, said, in 
opening the festivities, that this sport 
likens itself very much to outdoor adver- 
tising because it is outdoors, it is color- 
ful, and plays to huge crowds. 

The theme of football was followed 
throughout the evening, keying the en- 
tire proceedings to this very popular 
sport. The performance of the sales 
staff of the past season was reviewed 
and nominations for All-Americans were 
made. Not only did individual perform- 
ance receive recognition, but the accom- 
plishments of the organization as a 
whole over the previous sales period 
were reviewed. The comparison of busi- 
ness, both written and executed, in 1940 
exceeded our 1939 volume. 

This annual get-together also served 
as the kick-off for a winter sales drive 
covering the months of November, De- 
cember, January, and February. These 


utdoor Is 


By J, h.v@ierk 


Manager of Sales Promotion 


Walker & Co. 


FOUR “GAMES” SCHEDULED 
The Walker & Co. outdoor division’s 
annual sales dinner, held recently, 
served as the “kick-off” for a winter 
sales drive covering the months of No- 
vember, December, January, and Feb- 
ruary, these four months comprising the 
four big “games” on the company’s 
“football” schedule. Progress in these 
four “games” will be recorded on the 
basis of new business written, for both 
posters and painted displays. 


four months comprise the four big 
games on Walker & Co.’s schedule. 
Progress in relation to these four 
principal games of the schedule will be 
recorded on the basis of new business 
written, both posters and painted dis- 
plays. New business that will qualify 
under this sales contest must come from 
accounts that did not use our services 
during a like period in the year of 1939. 
In addition to the salesmen’s awards on 
new business, there are also several spe- 


cial prizes that should heighten the en- 


thusiasm. 

To engender further the football idea 
into the whole affair, through special ar- 
rangements we were able to view Uni- 
versity of Michigan official movies of the 
1939 game between Michigan and Ohio 
State. Wally Weber, freshman coach at 
Ann Arbor, furnished the dialogue to 


FOOTBALL was the theme of the annual sales dinner for the’ Walker & Co. outdoor division 
and the table was laid out as a football field. The event was the “kick-off” for a four-month 


winter sales drive. 


C. D. Blessed, president, seen in middle background in picture at upper 


left, was “athletic director.” Sales Manager W. R. Hoskins, at Blessed’s right, was “head coach.” 
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a Game 


explain the intricacies of the game. He 
also. furnished interesting  sidelights 
about certain players. 


HE sales staff came in for a little 

friendly ribbing when the manager of 
sales promotion presented the line-up of 
the team called the “Walker Wildcats.” 
He also outlined the salient features of a 
new promotional booklet called “F. O. B. 
Detroit.” The purpose of this promo- 
tional piece was to point out the high- 
lights of business development in the 
Detroit area and how outdoor advertis- 
ing was admirably suited to do a specific 
sales job in this territory. 

Further, a moving picture illustrating 
the type of coverage afforded by ‘“‘mar- 
ket master’’ poster impressions was 
shown as a part of the new sales equip- 
ment available to the staff. During the 
evening, other new sales tools were de- 
scribed to those present so that they 
could be thoroughly familiar with the 
new equipment available for their use. 

C. D. Blessed, president of Walker & 
Co., who that particular evening occu- 
pied the position of athletic director to 
carry out the football analogy, pointed 
out the opportunities that existed for the 
sales group during the coming year and 
highlighted the desirability of team play 
so that full advantage could be taken of 
the sales materials available. He also 
discussed the improvements that had 
been made in the physical properties of 
Walker & Co. to insure the delivery of 
highest type of outdoor advertising serv- 
ice. To generate greater enthusiasm 
among the salesmen for the winter sales 
drive contest, he offered a group of 
president’s awards that proved to be a 
worth-while incentive to all the partici- 
pants. 

At the conclusion of the meeting, each 
salesman was presented with miniature 
football symbolizing the job that was his 
in the coming season. Each individual 
was urged by Head Coach Hoskins to 
take the ball and run with it so that not 
only each individual would score, but 
at the conclusion of the season Walker 
& Co. would register as a team of out- 
standing importance. 
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AVAILABLE AFTER JAN. I5 


THE NEW PYREX ELEVATION POST THAT ADJUSTS 4 WAYS 
~«-+ AFTER INSTALLATION! 


In eigen d to the 


HE new PYREX Elevation Post is designed to give every 
necessary adjustment without sacrificing other desirable 
features such as strength, durability, insulation and appearance. 
It extends from 114" to 234”—does the job of both posts 
you're accustomed to buying! It is no longer necessary to use 
pliers or special tools to adjust the posts. Strained or broken 
tubing units and sagging borders are eliminated. 


This unit combines the shock absorbing feature of the coil 
spring base with the rigidity of the solid type. No fumbling —the 
loop holds the metal screw in place during installation. This 
unique PYREX Elevation Post has all the insulating properties 
of PYREX Housings and Bushings. Write for facts and FREE 


samples! Corning Glass Works, Insulation Div., Corning, N.Y. 


GLASS POSTONLY. ..... . . $ 7.00 per 1000 
COMPLETE ASSEMBLY, 23/,’’ MAX. HT. 14.00 per 1000 
COMPLETE ASSEMBLY, 33/,’’ MAX. HT. 16.00 per 1000 


LORNING 


means 
carck in Glass 
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A Sales-Promotional Display 


PON our entry in the luminous- 

tube field in September of 1939, 

we found a situation here in 
Meridian and _ surrounding territory, 
which made us realize that it was going 
to be a long, up-hill climb before we 
could establish consumer confidence in 
luminous tubing in any of its applica- 
tions. The average users of luminous- 
tubing displays had, through unfortu- 


BUSINESS TRIPLED within two weeks after this building-front installation. 
about 1,200 feet of tubing in twenty-two colors. 
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By John D. Ziller 


Manager, Ziller Advertising 
Service, Meridian, Miss. 


nate experience, had concluded that 
luminous tubing was  undependable, 
short-lived, and too expensive, both in 
first cost and in upkeep. 

We struggled along from September 
of 1939 until February, 1940, with a 
very minimum of volume. I finally 
realized that my average prospect was 
afraid we were only experimenting with 
luminous tubing as a sideline to our out- 


iier Adw Service 


It contains 


door advertising business. The average 
prospect thought that we were trying to 
make a go of it, and that in the event 
we did not succeed, it was our intention 
to withdraw from the field. This, of 
course, was as far from our minds as it 
possibly could be. 

Hence, our installation of an elaborate 
“sample” display on the front of our 
building, to convince our prospects that 
we intend to stay in this line of busi- 
ness. I am proud to state that within 
two weeks after this display was turned 
on, our volume of business tripled, and 
we have enjoyed a very substantial 
amount of business ever since. 

From the beginning, we have con- 
ducted our operations on a quality plane. 
We stress the dependability of our 
twelve-month guarantee, the rigidness of 
our price structure, and the quality of 
the materials we use throughout the pro- 
duction of our products. We are proud 
to say that as yet we have not had one 
dissatisfied customer. 


OW, a few words in regard to the 

display itself. There is a total of 
approximately 1,200 feet of tubing in 
this front. Each of the five decorative 
columns contains four different shades 
of red, green, blue, and a variety of 
whites, and other colors, practically all 
of these being in fluorescent tubing. 

The panel across the top of the build- 
ing is a combination display of concealed 
and exposed tubing. The tubing ex- 
posed on the cut-out metal letters is con- 
nected to an on-and-off flasher, while 
the tubing concealed behind the letters 
burns steadily. This produces a highly 
interesting effect. Possibly you can note 
in the pictures that the small marquee 
over the doorway at left also has lumi- 
nous-tube lighting in its ceiling.. 

There are twenty-two different colors 
of tubing in the entire display, connected 
to sixteen transformers, most of them 
being high-power-factor type in weath- 
erproof cases, with a total connected 
load of about 275,000 volts. We know 
of no other display quite like this in our 
immediate territory —and it sells the 
goods! 
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THE MESSAGE OF YOUR PRODUCT 
WITH YOUR VOICE 
CAN BE DELIVERED TO 300 PEOPLE FOR LESS THAN 17! 


TALKO 


Talko, the new advertising system can tell you the day 
before, the number of people who will receive your message 
the next day. The Talko System has been tried and proven. 

We install these systems and maintain them on a low 
rental basis. | 

Mr. Advertising Man, we have an attractive proposition 
for you, which will increase your income and efficiency in 
advertising. Wire for demonstration. 

We also have a new reflector, one stroke detachable letter 
which can be attached to the sign on the road or in the shop. 
Also an illuminated sign operated by self charging battery. 
This equipment is applicable to any sign anywhere. 

The talking sign is a new invention using the electric 
eye and operates as the car passes by. There is as much dif- 
ference between the new talking sign and the old silent sign 
as there is between the modern talking picture and the old 
silent movie picture. 


Write for Our Attractive Illustrated Folder 


TALKO COMPANY 


The Human Voice Delivers Your Message 


SPRINGFIELD, ILLINOIS 
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Screen Process... for Sale 


We Have Advertising to Sell, but How Should We Sell It? 
Here Are Some Ideas Gathered from First-Hand Experience 


HE salesman’s “art” is that of 
: economically effecting the ex- 

change of an article for money to 
the mutual satisfaction of the buyer and 
seller. Most successful businesses are 
established and kept going by personal 
salesmanship. Salesmen today are an 
economic necessity. Their number, em- 
bracing a constantly increasing propor- 
tion of well-educated men, invariably 
keeps pace with increases in business 
operations. In the United States it 1s 
estimated that the number of sales- 
men representing jobbers, manufactur- 
ers, and other producers exceeds 800,- 
000, plus the more than 2,000,000 en- 
gaged in retail selling. Personal sales- 
manship is the modern moving power. 

We have advertising for sale—screen- 
processed advertising displays, posters, 
and signs. Our potential market lies at 
the doorstep of almost every manufac- 
turer of products offered through retail 
outlets. We have samples of work done, 
and with these neatly prepared we are 
ready to go out and sell. Most small 
and medium-sized firms have to do their 
own selling. Primarily we are artists 
and craftsmen and so do not think we 
can sell, but the very fact that we are 
craftsmen gives us the knowledge of our 
business so necessary to talk convinc- 
ingly about our products. 

My own experience proves this point. 
Our own company had no salesmen dur- 
ing its first two years. I knew we 
should have one. We tried several— 
good salesmen in other lines, but they 
weren’t advertising salesmen. You can't 
take an ordinary salesman and trans- 
form him overnight into an advertising 
salesman. He is not selling a tangible 
thing such as an automobile, nor is he 
selling so much cardboard and color. He 
is selling ideas. 

Because I couldn’t get a satisfactory 
salesman, I went on the road myself. I 
had little or no previous selling expe- 
rience, but somehow I managed to sell 
some nationally-known firms along the 
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By C. E. Harris 
The Harris-Rood Advertising 
Company, Terre Haute, Ind. 


line. Since 1935 I have traveled eighteen 
states at intervals and actively work 
seven states in a specialized field of dairy 
products advertising (see page 32, De- 
cember SIGNS of the Times). Until 
recently I have done practically all our 
selling, and during this time our com- 
pany has grown from a two-man shop 
to an organization with ten on the pay- 
roll. 

My fair success in selling can be 
credited largely to the fact that I knew 
the business—just shop knowledge nec- 
essary to talk convincingly about our 
products. Of course, I have studied 
sales principles since I first started, and 
this knowledge has increased my sales, 
but I am thoroughly convinced that suc- 
cessful selling in this field will come 
only when the salesman knows produc- 
tion methods enough to suggest ideas 
of his own. 

A new screen-process salesman should 
work in the shop for a minimum of two 
weeks. He should then go with a 
trained salesman for the same length of 
time before starting out on his own. 


OW I have said that selling adver- 
tising is selling ideas, and that shop 
experience is necessary for the salesman 
to develop ideas of his own, but often 
we can go further than this—we can 
sell the buyer his own idea. If we can 
do that, we have a great advantage over 
the average advertising salesman. 

I do it this way. I carry some art 
materials right along with me so that 
I can make sketches right in the buyer’s 
office on my first call. I work out a 
pencil rough while he talks to me about 
his problem. I strive to get his thoughts 
down on paper before him. This inter- 
ests him and gives him a feeling of im- 
portance, and it cuts down unnecessary 
art time, for I develop the idea further 
in my hotel room that night and present 
it the next day. | 

Right here is where the screen-process 
artists have an outstanding sales advan- 


tage, that of individualized advertising 
in limited quantities. If I were not an 
artist, I would learn to pencil roughly 
in front of a prospect, and if a finished 
sketch were necessary to close the order, 
I would take it to an artist in that par- 
ticular city and have it ready to show 
the next day. Once the prospect’s inter- 
est drops, we can seldom come back a 
couple of weeks later and arouse the 
same spark of enthusiasm as on the 
first call, and our chances for getting 
the order are greatly reduced. So sell 
them while theyre hot. 

Of course, mere knowledge of pro- 
duction methods or an ability to sketch 
do not qualify a person to perform mir- 
acles in selling advertising display. There 
are some selling fundamentals that he, 
as well as any other salesman, must 
adhere to in order to obtain a modicum 
of success. 

Naturally, the salesman must present 
a neat, business-like appearance. That 
is a pre-requisite for any salesman sell- 
ing anything other than shoelaces on 
windy street corners. 

Then our first concern is in obtaining 
an interview. It is not always wise to 
send in a calling card unless the prospect 
already knows about your company and 
is expecting you, but send in a message 
that will arouse his curiosity. If the man 
is difficult to see, try reaching him 
through someone friendly with him. 

All right, now we have been granted 
an interview. We have some knowledge 
of the prospect’s needs and problems and 
know that we have something that will 
actually help him. This knowledge will 
give us a positive mental attitude. There- 
fore, we don’t just ask him to buy—we 
can show him why he should buy. Our 
task is to make him want to buy, so 
we make introductory statements that 
arouse his curiosity and put him in a 
listening mood. This can be done by 
making a statement or placing a question 
that touches on something in which he 
is vitally interested—his needs, prol- 
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PANELS 


Now available in lengths up to 24 feet! 


Here's another business builder for you—Resnprest exte- 
rior plywood in panels up to 24’ in length. This new 
Resnprest development means that now you can build 
one piece signs of all types better, faster, cheaper, and 
with a minimum of supporting framework. 


Perfect for Signs 


Resnprest long panels possess the same qualifications that have made 
regular Resnprest so popular with sign men. They are stronger than 
steel by weight: waterproof and weatherproof; light; rigid: easy to 
machine and to erect. Resnprest signs combine attractiveness and long 
life with low building and maintenance costs. 


Resnprest long panels are made with an M and M Scarf Joint (Patent 


Airco Rare Gases of highest purity and Airco Rare Gas Mixtures, blended 
accurately, guarantee maximum light output. They increase the operating 
efficiency of sign tubes by creating lower resistance which results in more foot- 
age per transformer and fewer transformers per sign. Airco Rare Gases also 
insure longer life of the completed tube and lower maintenance costs. » » A 
variety of accurate and uniform color combinations is available with Airco 
Rare Gases. Airco Rare Gases are supplied in clear lead G-1| or pyrex flasks 
ready for immediate use with no manifold sealing problem and with no change 
in quality. A nearby Airco distributor can supply your needs quickly. Get your 
copy of "Answers to Questions About Rare Gases," an interesting new booklet. 


TESTED PURITY 


THE GUARANTEE OF GASES 


AIR REDUCTION 


Ge General Offices: 60 East 42nd Street, New York, N. Y. 
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applied for) that is bonded with 109% phenol resin. This joint has great 
strength, is perfectly flush and is invisible after painting. Sanded long 
panels are limited to 6’ in width: unsanded panels to 8’ in width. 
Lengths up to 24’. 


Write for free Resnprest sample 


M and M is just as happy to announce Resnprest long panels as you 
will be to use them. Without question this is a major contribution to 
still more efficient and economical construction of signs of all kinds. 
Write for free Resnprest sample. Warehouse stocks are available 
in all localities. 


M and M Wood Working Company 


Portland, Oregon 
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Here’s the transformer that’s just made 
for those volume sign orders . . . low 
in cost ... small, compact in size... 
power factor corrected ... and highly 
efficient in operation. 


Its remarkable compactness permits a 
neat, attractive, installation that will 
not detract from the effective display 
of the sign. Yet, in spite of the small 
bulk of this transformer, it has the 
full efficiency for which all SOLA prod- 


ucts are recognized. 


OLA 


ER Far 


CORRECTED 


NOOUR SIEN 


£9 


s 


The L-Type Indoor Transformer is but 
one of the outstanding line of SOLA 
Power Factor Corrected units used on 
every type of indoor and outdoor sign 
... from the smallest point-of-sale neon 
to the largest outdoor spectacular. You 
can be sure when you specify .. . 


SOLA! 


Write for bulletin itt.) 


Luminous Tube 


TRANSFORMERS 


SOLA ELECTRIC COMPANY 


2525 CLYBOURN AVENUE « CHICAGO, ILLINOIS 


Another TIFFIN “All-Steel” BULLETIN! 


Manufacturers of 
All-Steel Sections 
Moulding, Lattice 
iy” and %4” Galva- 


Auger Anchors 
Corner Irons 


THE TIFFIN ART METAL CO., Tiffin, Ohio 


nized Angle Frames 


Sheets, Three Sheets 
Streamlined Bulletins 


a exe ere AteTe 
GATHER OUR 


"alse. + 
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DY WATCH THE SAVINGS GROW @ 


“AS I SEE IT,” states Harris, “screen process 
has these outstanding sales advantages—bril- 
liance of color, individuality, versatility, and 
economy.” Harris started selling process 
when he couldn’t find a satisfactory salesman 
for the job. He tells here how he does it. 


lems, and difficulties. We ask him 
questions about his problems, but come 
to the point immediately. We appeal 
to his sight as well as his hearing. We 
talk slowly, remember names, are cour- 
teous, friendly, and enthusiastic, but 
not eager. 

In our presentation, we paint a word 
picture in which our prospect plays a 
leading role, such as: “Mr. Prospect, 
your company has made progress under 
your sales supervision. It places great 
confidence in your ability as sales man- 
ager. You know the good will and in- 
creased sales this advertising will make 
for you. These figures on circulation I 
am about to show you reveal the econ- 
omy of its use.” 

Some of that may seem a little too 
complimentary, but the good salesman 
will make it ring like a sincere com- 
pliment. In a statement such as that, 
we use our knowledge of psychology in 
touching on the two greatest incentives 
to human endeavor: (1) The desire to 
feel important, or, as William James 
said, ‘““The deepest principle in human 


nature is the craving to be appreciated ;”’ 


(2) the desire of ownership, which may 
stem from any of five reasons—profit, 
comfort, necessity, pride, vanity. 
There are but two procedures by 
which we select or reject an article. One 
is by instinct. Most of our choice of 
foods is by this method. The other is 
the more or less painful mental process 
of balancing the advantages and disad- 
vantages of acquiring an article. What 
good will this purchase do me? How 
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sure is it of paying me returns in in- 
creased sales? Will it save me hours 
of labor? There must be always one 
type of appeal or both. 


E ENCOUNTER a sundry assort- 

ment of objections in selling our ad- 
vertising material, like all salesmen, but 
most objections are idle chatter intended 
to dismiss a salesman as quickly as pos- 
sible. However, we can soon tell whether 
or not the reason for not buying is seri- 
ous. Let us concede the apparent rea- 
sonableness of the objection. If it is 
unimportant, we can turn it aside briefly 
and focus attention on a highlight of the 
offer. If it is important, we must meet 
it squarely with something like this, 
“You are correct about that in one re- 
spect,” or, “It does seem so in one 
respect, but I wonder if—,” ete. 

When the buyer says he is too busy 
to talk now, we might answer something 
like this, “I know you are a busy man, 
and that’s why I am here to see you. 
Busy men are our best customers. I 
wonder if you saw that article in 
SIGNS of the Times about,” and so into 
the sales talk. 

‘“T am not interested.’ That is a com- 
mon objection. We return with, “Nat- 
urally so. I should be rather surprised 
if you were interested at this point. My 
reason for calling on you is to acquaint 
you with what we are doing:’’ 

“Can't afford it.” We show him that 
he will pay for the advertising many 
times over in trade that passes his door 
if he does not advertise. at 

An effective method of handling all 
objections is, “There is something in 
what you say, but allow me to give you 
the whole story, then you will know all 
the facts and I will answer your ques- 
tions at that time.”’ 

We can overcome price objections by 
talking quality. ‘‘Mr. Prospect, if the 
lowest bid gets this job, I won’t start. 
However, if it is not low price you are 
after,” and so on. 


Near the end of the talk, we should’ 


pull all the main arguments into one 
convincing statement. We should an- 
swer closing questions directly and fol- 
low with a seeming concession, and then 
proceed to write out the order, asking 
questions about color, quantity, etc. 

Selling is the greatest force that drives 
the wheels of industry. It ranks as one 
of the higher professions and is becom- 
ing increasingly important to every busi- 
ness enterprise, including the producing 
of screen-process signs and displays of 
every kind. 
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Meets PR Ne jain 


HURLOCK Sho-Card Board meets every requirement of the Display 


Man, because .. . 
elt is the original and has kept pace with every im- 
provement... 


elt was the first to be made light-proof—non-bleeding 
and non-color bleeding .. . 


elt was the first to be calendared for uniform thick- 
TORE oe. 

elt was the first to have every sheet imprinted to 
identify it. 


Is it any wonder that successful Sign Artists from Coast to Coast insist 
on HURLOCK Sho-Card Board and Fancy Display Boards for their 
displays? 

Write for Samples or See Your Local Distributor 


HURLOCK BROS. COMPANY, INC. 


3436-38 MARKET STREET 


OFFICE & WORKS: 3435-39 LUDLOW STREET PHILADELPHIA 


LETTERING and RUSHE For BULLETIN 


CUTTERS SIGN PAINTERS 


WRITE FOR 
CATALOGUE 


Favorite White Lettering Artist 


Super White Lettering Artist 


HARRISON KRUSH CUMPANY 


4714-4716 MARKET ST. — PHILA,., PA. 
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The 1941 


Quality 


ONSUMER confidence and dealer 
confidence will be the theme that 
will be expressed again and again 

throughout the year-long seventeenth ad- 

vertising campaign of Quality Bakers of 

America for the calendar year of 1941. 

The campaign is based on the idea that 

the consumer wants to buy with confi- 

dence and that the baking industry 
wants to do business with confidence. 

The theme is expressed by Quality 

Bakers in this way: 

“Confidence in ourselves, confidence in 
our country, means confidence in each 
other. Build confidence and you build 
a permanent business. Preserve the 
American way!” 

“Our membership,” states R. W. 
Knox, manager of the advertising de- 
partment of Quality Bakers, in inform- 
ing SIGNS of the Times of the cam- 
paign, “is national in scope, and it has 
grasped the significance of the consumer 
movement, involving as it does, the many 
women’s organizations throughout the 
country. Not only that, but the fact 
stands that ‘confidence’ is the cornerstone 
of the success of the American way, 
which really is a follow-through from 
1940.” The 1940 campaign of “the 
American way’ was outlined in the 
January, 1940, SIGNS of the Tumes. 

This campaign, as a whole, is really 
an aggregate of six campaigns all rolled 
into one, with special materials for spe- 
cial events of the year. It includes nu- 
merous forms of lithographed advertis- 
ing display—from twenty-four-sheets to 
small loaf displays, pennants and other 
store pieces. 

Each of the six campaigns is for a 
duration of two months and each in- 
cludes twenty - four - sheets, three-sheet 
posters, two truck posters (one upright, 
one landscape), window background, 
store hanger, counter apron, posterette, 
and loaf display, all coordinated by 
means of the same design, illustration, 
and layout. Pictured here is one form 
of display in each campaign. The six 
campaign messages are as follows: 

January and February—‘I Buy with 
Confidence.” 
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Campaign Plan of 
akers of America 


THIS CAMPAIGN, as a whole, is really an aggregate of six campaigns all rolled into one, 


with special materials for special events of the year. 


Each of the six campaigns is for two 


months and includes twenty-four-sheets, three-sheets, truck posters (two shapes), window back- 
ground, store hanger, counter apron, posterette, and loaf-display. Pictured here is one form 


of display in each campaign. 


March and April— “Confidence in 
Every Bite!” 

May and June—‘Serve with Confi- 
dence.” 

July and August—‘‘Vitalize with Con- 
fidence.”’ 

September and October—‘“Energizing 
with Confidence.”’ 

November and December — “Enter- 
tain with Confidence.”’ 


HOLIDAY displays, posters, and 

hangers are supplied to tie-in with 
Washington’s birthday, Mother’s day, 
Easter, Fourth of July, Thanksgiving 
day, and Christmas. Dealer posterettes, 
the first series of its kind ever produced 
for the baking industry, are also offered 
in 100 or more sets, each containing 
twelve humorous designs. These are 
for general grocery-store sales promo- 
tion, and are distributed to grocers to 
increase good will toward members of 
Quality Bakers. They depict the antics 
of a couple of active chicks “acting out” 
the copy, some samples of which are: 

“Get more for your money—and get 
ié, héte tT 

“Have you forgotten anything? 
have most everything you need!” 


We 


“Carrying groceries is no fun. Try 
our up-to-the-minute delivery service.” 

“Prepared! You bet! Let us stock 
your pantry shelf.” 

A window display installation plan 
is also offered, as “‘another step for- 
ward” in the Quality Bakers of America 
advertising procedure. Window displays, 
placed through Window Advertising In- 
corporated, have been developed into 
seasonable individualized campaigns. 
Displays are designed for two kinds of 
windows — closed-back windows and 
open-back windows—and, for a nominal 
cost, members of Quality Bakers are 
assured that they will have advertising 
displays “comparable to any of the best 
in the country” in idea, art, and repro- 
duction. 

There are still other materials—floor 
stands, “shipped flat, set up in a jiffy,” 
for holding bread; wall display fixtures, 
a piece of permanent store decoration 


urging patrons to “Buy here with con- 


fidence ;’’ store pennants on_ strings, 
called “wash lines,” “wire hangers,”’ and 
other names; cake stands for the display 
of cakes, and dealer calendars, these 
including the 1941 “buy with confidence” 
theme to “preserve the American way.” 
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Have a Clean-Up Drive 
During Sign Week 


ARCH 10 to 15 is Sign Week, 
M the sign industry’s fifteenth 
annual sales-promotion event 
sponsored by SIGNS of the Times for 
concentrated and unified promotion of 
all forms of sign, display, and outdoor 
advertising. In addition to the promo- 
tion of such advertising through the use 
of all the facilities available to the in- 
dustry, including signs, displays, mail, 
newspaper, and radio advertising, ad- 
dresses before civic clubs and intensified 
direct selling, SIGNS of the Times this 
year recommends greater emphasis on 
restoration and replacement of all signs 
that are not giving full service to their 
owners. 
The sign industry as a whole can not 
render a greater service to advertisers, 


the public, and itself, than to make a 


concentrated drive to restore old but 
well-built signs that require repainting, 
new lighting equipment, or minor re- 
pairs, and to replace or rebuild signs 
that are not rendering the best service, 
because of poor placement, either along 
the highways or in the cities. 

A concentrated clean-up campaign 
during Sign Week can be the best public 
relations activity in which the industry 
could indulge. It presents an oppor- 
tunity for a three-fold accomplishment 
—(l) more effective sign advertising 
for the advertiser, (2) greater accept- 
ance and approval of sign advertising 
by the public, (3) increased sales and 
larger profits for the sign industry. 

A thorough-going clean-up campaign, 
voluntarily engaged in by the industry 
itself, is the best possible expression of 
interest in the perpetual effectiveness of 
the medium. A sign at its best promotes 
more business for the owner, more pub- 
lic praise, and more business for sign 
producers. There is no better time for 
concentrated and cooperative effort in 
making all signs 100 per cent effective 
than during annual Sign Week. 

Now is the time to start planning loca! 
sign promotion and clean-up campaigns 
during Sign Week, March 10 to 15. 
Begin listing all signs that require ren- 
novation or replacement now. Arrange 
for the preparation of literature and 
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NO STRINGS 
are attached to annual SIGNS WEEK, 


the big sales event of the year, spon- 
sored solely by SIGNS of the Times for 
the benefit of all the industry. To par- 
ticipate, you simply participate, and 
reap your own rewards in direct ratio 
to your promotional efforts—no mem- 
berships, no fees, no obligations—--it’s 
free, open, and above-board, for the . 
promotion of the sale and use of more 
and better advertising signs and dis- 
plays. Tell the world to “Tell the 
World with Signs” during SIGN WEEK, 
March 10-15. 


direct calls on the owners of such signs. 
Study each case and make sketches for 
new signs in situations where new signs 
will do a better advertising job. List 
the calls so they can be expediently fol- 
lowed through during Sign Week. Plan 
and prepare all advertising so it will be 
ready for use when Sign Week arrives. 
Arrange for prominent window space 
for the display of the best you have to 
offer in sign advertising, including signs 
and banners bearing strong sales-promo- 
tional messages. Arrange for exhibi- 
tions wherever possible. Arrange for 
radio time, talks before civic clubs, 
newspaper space, and mail advertising. 
Plan for special sign advertising on your 
own premises and outdoor displays dur- 
ing Sign Week. Make your plans so 
thorough that no one in your city will 
miss some message of promotion for the 
medium of sign advertising. In other 
words, “Tell the World With Signs.” 
As has been truly said, “Everybody in 
business needs to tell the world about 
his industry, his company, his job and 
himself. . . . Prove that you are proud 
of your business by talking a_ lot 
about it.”’ 


HAT industry is better prepared 

through the use of its own facilities 
to talk about itself than the sign indus- 
try? What industry needs to do more 
talking about the benefits of its produc- 
tions to all industries than the sign in- 
dustry? About the only free publicity 
the sign industry gets is criticism from 
those who would remove the benefits of 


sign advertising, one of the oldest, most 
essential, and most economical means of 
merchandising—a medium that can be 
tailored to fit a business of any size, a 
medium that works for the owner 
twenty-four hours every day, a medium 
that has “the force of continuity in sell- 
ing.” 

Local organizations of sign manufac- 
turers are excellently prepared for co- 
operative effort during Sign Week. 
Where permanent local organizations do 
not exist, temporary organizations can 
be formed to foster Sign Week. Such 
cooperation may well result in perma- 
nent organized activity. 

Where cooperative campaigns can not 
be conveniently arranged, each firm 
should prepare for individual sign ad- 
vertising promotion during Sign Week. 
The combined efforts of the individual 
firms will also carry out the purposes 
of Sign Week effectively. 

In carrying out the promotion of sign 
advertising during the last fourteen Sign 
Week events, sign firms have made suc- 
cessful use of window displays, studio 
and truck banners, individual and co- 
operative newspaper ads, radio an- 
nouncements, and printed or screen- 
processed mail advertising. In some in- 
stances, local groups have held success- 
ful parades, and sign exhibitions in pub- 
lic auditoriums, or available stores, as 
centers of attraction. 

Power companies and sign supply 
stores have cooperated by making dis- 
play space available, and by tying-in 
with the event with special advertising. 
Other supply firms have offered space 
on their delivery trucks for Sign Week 
banners. 

There is an endless variety of op- 
portunities for sign firms to do a bang- 
up promotional job during Sign Week, 
but the initiative to get the job done 
in a manner that will reflect credit upon 
the industry and stimulate a lot of new 
business lies with each individual. 

Start now to work up your plans for 
promoting the sale and use of more and 
better signs during Sign Week, the 
sign industry’s big annual sales-promo- 
tion event. 
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Use America’s Finest! 


A. G. B. 


STENCIL SILK 


American Made 
for American Trade 


6XX to 16XX 
40’, 50” and 58” Widths 
Silk Organdy in 48” 


Used for 
All Screen Process Work 


Samples Sent on Request 


ALBERT GODDE 
BEDIN, Inc. 


Manufacturers of 
Stencil Silk and Solting Cloth 


244 MADISON AVE., NEW YORK 


MILLS: 
Depew.N-Y. Andover, N. Y. berville, Que. 


BRANCHES: 


LOS ANGELES, CALIFORNIA 
813-819 Santee St. TRinity 0513 


CHICAGO, ILLINOIS 
300 W. Adams St. CEntral 3841 


MONTREAL, CANADA 
1470 Peel St. Plateau 9771 


TORONTO, CANADA 


64 Wellington St., W. Elgin 3062 
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How an Idea Sells 


By Thomas E. Bissell 
United States Bronze 
Sign Company, Inc. 


banks and business firms have 
merged or changed their names. This 
means sign sales, but often special prob- 
lems come up. One big bother is the 
hiding of the old name when a newly- 
titled firm uses the same old building. 

Banks used to go in strongly for hav- 
ing their names cut right into the stones. 
Of course, when a new name was chosen 
the old title didn’t mean anything, still 
the cut-in letters were a tough obstacle. 

A. W. Richter of Saugerties, N. Y., 
who operates the Snappy Sign Service, 
and, who, incidentally, is the town’s 
chief of police, came through with a fine 
solution of such a puzzle recently. He 
had to hide incised letters and provide a 
new name at the same time. His “two 
in one” idea got prompt acceptance, and 
it earned a husky profit. 

Richter had corrosion-proofed alumi- 
num sheets made up to stretch across 
the old incised letter section, which 
measured 39 feet in length and 2 feet 
in height. The new name consisted of 
prismatic cross-section cast bronze let- 
ters 10 inches tall. They were applied 
to the aluminum sheets before erection 
took place. Screws entered the letters 
from behind the aluminum sheets. The 
installation was simple for Richter since 
the job was shipped to him in sections 
ready for mounting. It just meant 
screw-anchoring the mounted letter sec- 
tions onto the stone. 

In making the sale of this job, Richter 
presented preview sketches and_ sub- 
mitted samples. The sketches gave the 
layout, and the samples proved how the 
specially treated aluminum would pro- 
vide an almost mirror-like background 
to set off the thick bronze letters in 
strong contrast. Since the job is all in 
permanent materials, the bank has a fine 
display, both in looks and in lasting 
quality. 

Richter made a good sale because his 
idea filled the need 100 per cent. His 
first step was to get the measurements 
exactly, and then he let the metal sign 
factory know just what he wanted. His 
teaming up with a factory added the 
thought of using the corrosion-protected 
aluminum, and this made his offer all 


a THE past few years, a good many 


the more interesting to the advertiser. 
The bank people realized that they 

were coming out with a better display 

than they had in the beginning. Such 


THE SAUGERTIES NATIONAL BANK AND TRUST COMPRAY__ 


AN IDEA sold this sign for the Snappy Sign 
Service of Saugerties, N. Y., and a two-way 
problem was overcome in changing the bank’s 
name sign by using brorze letters mounted on 
aluminum sheets. 


selling, based on a definite idea, is a 
credit to Snappy Sign Service and an 
example of what other sign firms can 
also do. 


ANY sign companies act as dealers 
for cast bronze signs and letters, 
and make a good profit from this form 
of selling. Such selling has its advan- 
tages, too, when the sign firm acts as 
dealer for a reputable metal sign factory. 
The sign firm is relieved of the responsi- 
bilities that surround the actual produc- 
tion and of attendent costs and head- 
aches. It is relieved also of the de- 
tailed creative work in making the de- 
sign so it will be of the size required 
and in conformity with the style of sign 
or lettering desired. All it has to do is 
make the sale, quote the price, and take 
its percentage of profit. 
between the price it pays for the job and 
the price it charges the customer. 

There are, however, many salesmen in 
the sign business who “just miss’’ get- 
ting orders for cast metal signs or sign 
letters. Lack of correct and practical 
information does the damage. When 
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they want to figure the price of a sign 
such as Signist Richter sold, they have 
to know at least two fundamental things 
—the exact measurements involved and 
the wording required. This information 
must be perfectly clear when it is sent 
to the metal sign factory, so that in the 
making of the preview sketch, the meas- 
urements, proportions, and lettering will 
be right. Having these things right 
sometimes means that the job is more 
than half sold. When the sketch is in- 
correctly made or improperly lettered, 
the customer becomes worried, he gets 
fearful that the job won't be right, and 
he has to be sold all over again. 

We receive hundreds of requests for 
prices and sketches, but some of them 
fail to contain the vital information, and 
so valuable time is wasted and the cus- 
tomers are disappointed by an apparent 
lack of service. On the other hand, most 
of the requests we receive are clear, con- 
cise, business-like, sent by sign firms that 
know their business. 
this: We can quote an exact price, and 
we can send an interesting sketch that 
will let the salesman present everything 
in advance, because, after all, “seeing is 
believing.”” In most cases, when all the 
facts are given to us clearly, the final 
result is a profitable sale for the sign 
man. 


GILBERT LOWTHROP of Neon Sign Com- 
pany, Florence, Ala., is caught in the act of 
perusing his favorite publication in this pic- 
ture, supplied by the company’s Thomas L. 
Sanders as an example of what every good 
signist does. SIGNS of the Times welcomes 
story-telling pictures of people in the industry 
from signist camera fans. 
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Then we can do- 


Keeping Up to Date 


Now! Beautiful leatherettes in extra wide 
rolls... a full 50'’! Ideal for covering tables, 
counters, shelves, cabinets and other display 
properties. 18 fashionable colors, in a water- 
proof, tough, flexible, embossed surface... 
long-wearing . . . washable . . . resistant to 


practically all stains. 


Amazingly realistic woodgrains... processed 
with photographic authenticity... for frequent 
changes of backgrounds and panels in your 
windows and interior displays. 6 outstanding 


types, available in 50”’ rolls. 


Write today for your free sample book of these 


distin guished new materials! 


Illustrated (top) Leatherette, actual size; (upper left) Knotty Pine, (lower 
left) Birdseye Maple, both two-thirds actual size. 


Gentlemen: Please send free sample book of new 
Fibercote Leatherettes and Woodgrains. 


Name 


MALL COUPON for 


Company 
Address 


SHERMAN PAPER PRODUCTS CORP. 
DEPT. ST-l, NEWTON UPPER FALLS, MASS. 


Free Sample Book , 


me ee ee ee 
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CATAPHOTE 


Invites You To 


Cash In On 
INCREASED 
OUTDOOR SPENDING 


HOTELS 
BOTTLERS 
BREWERIES 


Are Prospects for 


REFLECTOR 
BUTTONS 


Send for Our New Catalog 


A Cataphote Button 


Guaranteed for 3 Years 


for Every Outdoor Job 


Send 25c for Samples 


CATAPHOTE 


958 Wall St. 


TOLEDO 
OHIO 


One Local Sale... 


Briefly, that’s What These Stories of Local 
Business Prove — Local Business Obtained by 
Local Sign and Outdoor Advertising Companies 


STORE-FRONT display of the 
type that results in additional 
sales for the sign company con- 

cerned has been installed in Cambridge, 
Mass., by the Shawmut Sign Company 
of Boston, operated by Jack Hoffenberg, 


THIS DISPLAY is larger than it seems in 
the picture. It is all of 18 feet in length and 
6 feet in height. It was installed by the 
Shawmut Sign Company. 


who designed the display. The struc- 
ture is a fascia unit that marks the loca- 
tion of the Candy Mart at 557 Massa- 
chusetts avenue in Cambridge. It is a 
flat job, set off with rounded ends that 
give it a modern effect and make it 


appear more naturally as part of the 
building front. 

Such a display is an economical al- 
ternative in store-front modernization. 
This is particularly true where remodel- 
ing of the actual front is out of the 
question because of the small size of the 
business or of the budget. 


This display is larger than it seems in 
the picture. It is all of 18 feet in length, 
6 feet in height, and 1% feet in thick- 
ness. Its background is finished in beige 
bulletin color, letters and trimmings are 
of stainless steel, and illumination is in 
green and blue tubing, plus’ indirect 
lamp illumination thrown by ten lamps 
from along the base of the display. 


“Candy Mart” is in channeled stain- 
less steel of 24 gauge, 2 feet tall and 
6 inches thick, and raised 6 inches from 
the background. These letters are out- 
lined with green fluorescent tubing. The 
smaller lettering, “Soda Luncheonette,”’ 
is also of channeled stainless, 3 inches 
thick, and lighted by blue tubing. The 
green and blue illumination on the beige 
background produces a highly attractive 
color effect. 


Hoffenberg reports that he’s been 
“getting the orders” for store identifica- 
tion displays recently. Another job was 
a vertical for the Beacon department 
store in Roslindale, Mass. (page 75, De- 
cember SIGNS of the Times), and still 


THREE-WAY COPY on the reflector bulletins (1) advertises O’Neil’s, (2) indicates the 
highway route to follow, and (3) suggests a visit to Akron’s rubber factories. Sterling Adver- 
tising Corporation placed the displays in the greater Akron market area. 
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Can Bring Another 


another was a luminous-tubing display 
for Wonder Dry Cleaners in Water- 
town, Mass. 


STERLING Advertising Corporation 

of Akron, Ohio, owned and operated 
by Harry H. Seff, its president, recently 
completed a contract of 42-by-15-foot 
highway bulletins for Akron’s largest 
department store, O’Neil’s. These dis- 
plays contain three-way copy directed to 
the automobile travelers in cities and 
towns within the 35-mile shopping area 
of Akron, an area with a total popula- 
tion in excess of 600,000. 

The three features of the copy on 
these displays are: 

1. The displays advertise O’Neil’s 
store and the mileage to the day and 

| night traffic, because they contain reflec- 
tor buttons. 

2. They contain a reproduction of the 
state highway emblem with the number 
of the route to be followed to Akron. 

3. They advertise Akron’s large rub- 
ber factories and invite the public to 
visit them, thus aiding in creating an 
interest to attract visitors. 

Seff reports that his company, a 
locally owned concern, has a large num- 
ber of highway displays and painted 
walls and bulletins in the Akron terri- 
tory. John Thornsberry is the com- 
pany’s superintendent of construction. 


AY WALSH of Ray Walsh Adver- 

tising Company in Shenandoah, Pa., 
cites screen-processed outdoor posters as 
a medium that good selling is gradually 
making more and more popular among 
advertisers as the months go by. He 
has seventy-five poster panels up, which 
accommodate posters issued by The 
Ad-Ver-Tis-Er, Inc., with headquarters 
in Fort Wayne, Ind., where W. Frank 
Welch, president of the organization, is 
its super-salesman. 

The poster reproduced represents but 
one of several local accounts that Walsh 
has. His plant was 95 per cent filled up 
to January 1, he reports, which indi- 
cates there is something in his selling 
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INSURANCE is represented by one of Walsh’ 
local accounts. 

methods—and in the medium he has to 
offer. 

Local advertisers especially find it ad- 
vantageous to use, from the standpoint 
of size, economy, repetition value, and 
color—all good sales points for any form 
of outdoor advertising. 


Send for your copy TODAY of 
NAT-MAT'S Spring Display Card- 


board Presentation. 


A most complete, colorful, and lav- 
ish showing of countless distinctive 
and timely Cardboards is presented 
in (up-to-the-minute) Over-All Col- 
ors, Novelty Designs, and of course, 
the Astonishing Ultra-New Finish of 
GLOSS COAT. 


HERE are plenty of twin babies, so 

why not a few twin baby bulletins? 

F. W. Hudspeth of Modern Sign Dis- 
plays, Audubon, Iowa (“home of 
world’s champion corn husker’’), has 
erected, for sale to local advertisers, 
four sets of twin bulletins as pictured. 

Each of the panels measures 8 by 16 
feet and the entire structure has an over- 
all size of 11 by 40 feet. The base is 
of corrugated sheet metal with round 
ends, and the lattice between the units 
is green. Frame, wings, ends, and base 
are ivory, making an attractive setting 
for the advertisers’ messages. 


NATIONAL CARD, MAT & BOARD CO. L 


Send me a copy of your 1941 Spring Folder 
Featuring Startling New Gloss Coats. 


FIRM 
ADDRESS 


feces en wi jl 


National Card, Mat & Board C& 


Mfrs. 
4318-36 Carroll Ave., Chicago, III. 
ALLIED MILLS 
Los Angeles, Calif.—Peterboro, Ont., Canada 


eee eae: 
37 


TWIN BULLETINS of modern design are 
sold to local advertisers. 


MARTIN'S 


MODE RTL 


IDEAS 


The Books Thousands 
of Professionals 
are USING 


The books that 
are lifting busy 
cardmen, display 
Managers and Students 
out of the rut.. 


artin 

has picked the 
cream of the 
IDEA CROP 
FOr -UOU., .>.. 


Every week you operate 
without this help costs 
you more than the price 
of the books...... 


ORDER YOURS 


TODAY 
©). Put Martin to 
>) work For you.. 


MmaRTIN, 


Orlando, Florida 
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Better Display Cards 
... Bigger Sales 


By H. P. Simons 


Sales Promotion Manager 
Chicago Cardboard Company 


‘OO often, unfortunately, the basic 


use and value of display cards are 

not given the serious consideration 
they warrant. Consequently, their im- 
portance as a vital link in the advertising 
and selling chain is often completely 
overlooked. 

While the accelerator is only a small 
part of the car, without it the car could 
not be induced to speed. With it, the 
car speeds on! By the same token, the 
display card, properly applied, acceler- 
ates the sale of the merchandise it rep- 
resents. 

Functionally, the display card is the 
“mouthpiece” of merchandise, capable of 
painting a word-picture in such attrac- 
tive terms that it arouses the latent 
wants of the prospect to action, awaken- 
ing the need for a specific article which, 
without the compelling “voice of the 
show card,” would remain just another 
of the hundreds of dormant desires we 
all forget to remember. 

The display card usually conveys in- 
formation as to the price and utility of 
an article. If merchandise is not priced, 
the consumer in many instances builds 
an imaginary price in his mind which 
might be beyond his purchasing ability. 

Further, display cards convey confi- 
dence to the purchaser by exposing the 
price to full view, eliminating any 
thoughts of duplicity in price. This cre- 
ates buying confidence. It is also a 
means of “word-of-mouth” advertising. 
For example, when a consumer sees a 
bargain, even though he does not pur- 
chase it himself, he tells friends and 
acquaintances who in turn take advan- 
tage of this information. 

If prospective purchasers had to ask 
the salesperson the price of every article 
at which they glanced it would retard 
sales as most people would not bother 
to do so, but many are the sales origi- 
nated through a glance at the merchan- 
dise and then at the price. When a 
salesperson is approached on a certain 
article, he or she knows that, through 


the display card the customer is cog- 
nizant of the price and is interested in 
purchasing, but where there is no price 
card, the approach may be purely curi- 
osity. 

A display card tells the story where 
even the most diplomatic or scientific 
salesman dares not even approach it be- 
cause of its personal, delicate, or confi- 
dential nature. Examples: B. O., hali- 
tosis, personal hygiene. Imagine a sales- 
person approaching a prospective cus- 
tomer with, “‘ ‘Sweet Breath’ is on sale 
today and is just ‘ducky’ for your hali- 
tosis!” If “your best friend can not 
tell you,” most certainly a strange sales- 
person would not dare. But a display 
card can and does, without offense. Clev- 
erly conceived cards inoffensively awak- 
en the consciousness of the consumer to 
these intimate, personal articles. 


NTIL recently, little thought or con- 
sideration has been given to this all- 
important unit of a sale. A white card 
with black lettering was the order of the 
day. While hundreds of thousands of 
dollars were spent in interior decora- 
tions for permanent fixtures in the store, 
such as carpeting, show cases, wall and 
pillar decorations, decorative ornaments, 
and so on, a little blot on the landscape— 
the white show card with black lettering 
—went merrily on its way, gathering 
dust, finger prints, fly specks, smoke, 
grease, and other objectionable features. 
Upon investigation, white show cards 
proved to be the most expensive over a 
period of time. By comparison with 
buff or gray, where a finger print or 
dust was not noticeable, they showed up 
to great disadvantage on white. When 
this realization struck home, the display 
departments of most of the outstanding 
and progressive stores in the country 
made exhaustive analyses of a much 
neglected display card. Their subse- 
quent findings and conclusions have been 
gathered, and I am passing them on to 
you for what they may be worth. 
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Brilliant Coloring 


HOTEL NEW YORKER, New York, has a 
new series of winter-time cards that combine 
appropriateness, attractiveness, and utility. De- 
signs of 1l-by-17 elevator cards and 28-by-41 
lobby cards are similar, attaining unity of im- 
pression. All are brilliant in four process 
colors, and varnish coated. Display Coun- 
selors, Inc., designed and produced them. 


The display card is an integral and 
permanent store necessity. When it is 
disposed of, it is immediately replaced. 
Its color should be chosen with infinite 
care, closely observing the following 
fundamentals : 

When choosing a standard color for a 
display card, the most important con- 
sideration is to be positive that it blends 
with the permanent decorations of the 
store, that is, the color scheme of the 
walls, fixtures, and carpeting. The dis- 
play card that does not blend with the 
general store atmosphere is comparable 
to the perfectly groomed woman who 
goes to great expense for an ensemble, 
but forgets to match her hat. It ruins 
what otherwise would have been a per- 
fect picture. 


COLOR 


in the display card will be the subject 
of the next and second article by 
Simons, setting forth in the February 
number the why and wherefore of 
“Better Display Cards . . . Bigger 
Sales.” 

In these articles, he exposes princi- 
ples and functions of the display card 
from a basic standpoint, rather than 
from the usual technical side, primarily 
dealing solely with art work and design. 
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REASONS 


CAN MEAN “MORE LIGHT 
FOR YOUR MONEY” 


I. Purity—Linde rare gases are con- 
sistently pure. Used in fluorescent tub- 
ing, they help achieve maximum gen- 
eration of the ultra-violet rays upon 
which luminosity depends. Purity also 
helps assure long, maintenance-free life. 


2. Performance —There is a full 
line of Linde rare gases and mixtures 
—a line which makes possible an un- 
limited number of color effects, with 
maximum brilliance and economy. 


3. Price —Linde rare gases are al- 
ways sold at a price that is fair — a 
price commensurate with the high qual- 
ity and full measure received. 


4. Service—Linde bases its customer 
relations on the kind of engineering co- 
operation that helps Linde customers 
get the most for their money. Linde 
technical service, data sheets, color 
charts and other forms of process assist- 
ance can help you do a good job at 
less cost. 


3. Availability —Linde gases are 
available when and where you want 
them, without costly delay. They are 
stocked at convenient points in all parts 
of the country, and are handled by 
jobbers everywhere. 


The Linde Air Products Company 
Unit of Union Carbide and Carbon Corp. 


30 East 42nd St. New York, N. Y. 


LINDE NEON, ARGON, HELIUM, 


KRYPTON, XENON, AND MIXTURES 


The word ‘‘Linde”’ is a trade-mark. 
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Making Sensitized 
Process Plates 


With Method No. 3, the “Ortho-Plastic’? Method 


By Harry L. Hiett 


Author, 


“Screen Process 


Production” 


OR the making of sensitized stencil 
screen plates, the gelatin used must 
be physically hard, yet flexible to 

some degree to withstand squeegee ac- 
tion, after it has been subjected to 
change with chromic oxide crystals and 
light rays, which is possible only with 
certain plasticizers and inorganic sub- 
stances. Gelatin alone contains no such 
qualities. 

Considerable could be written on the 
peculiarities of the different gelatins, 
both in atmospheric changes and reac- 
tions, when combined with different 
chemicals. Even the air we breathe, 
containing the various gases, affects gel- 
atins more or less, especially in the 


BASIC SOLUTION,NO 1 | STOCK SOLUTION N°2 


DISSOLVE 
1 OZ. GELATIN 


DISSOLVE 


Y BICHROMATE 
POTASSIUM 


DOUBLE 


WARM WATER 
KEEP IN 
8 


ROWN 
SBOTTL gf 


TO CLEAN PLATE, 


NAPTHA DIP IN 
WHITING 


SOFT CLOTH 


CLEAN THEN POLISH 


STENCIL 
SILK 


REGULAR PHOTO-ENGRAVERS 
POLISHED ZINC.OR COPPER PLATE 


LET SCREEN IN CONTACT 
WITH PLATE UNTIL ORY, FAN 
MAY BE USED TO HASTEN 


WHEN ABSOLUTELY DRY 
SCREEN WILL RELEASE 
EASILY FROM PLATE 
CARRYING WITH IT THE 
SENSITIZED FILM ON 
FACE SIDE OF SCREEN 


PLACE BLANK SCREEN IN CONTACT 
UPON EMULSION COATED PLATE 


THE EMULSION INTO SCREEN 
AND SQUEEGEE, REMOVE 
EXCESS WITH CARDBOARD, 

MAKING PERFECT CONTACT 
SCREEN TO COATED PLATE 


METHOD N°3 Gt#4e-Yestec PHOTO STENCIL 


STOCK SOLUTION N93 


APPLY WAX TO PLATE - ROOM AT 
THEN POLISH WITH ROOM 


CLEAN SOFT CLOTH 


~—— 
POSITIVE 
ANE SATIV 


CARDBOARD OR 
OTHER SMOOTH 
SURFACE 


5 MIN. AT 
ZO INCHES 


manufacture of the finer grain photo- 
graphic gelatins, which are generally 
made in remote sections away from dust 
and smoke and carbon-monoxide gas. 

In these articles so far, we have not 
mentioned any of the finer grain gela- 
tins, but discussion of them will be 
brought out later in conjunction with the 
describing of other plate-making meth- 
ods. 

This month, we shall consider graphi- 
cally illustrated instructions for the 
“ortho-plastic’’ method. The words for 
this are coined from the Greek word 
“ortho,” meaning direct, right, etc., and 
the word “plastic,’ a tough flexible 
molding compound, the molding effect 


POX DROPS 
FISH GLUE 


10 DROPS 
GLY CERINE ti De Ge 


2 On. nne 3 
STOCK SOLUTION 
~~ 


>) LUBLE 
[RED ANILINE] BASE SOLUTION 
IN 8 OZ. Not 


Wake WATER 


LET EMULSION 
CHILL TO ABOUT 
75°F. AND FLOW 

OVER WAXED PLATE, 


LET DRY 
IN DARK 


TEMPERATURE 


i 


DEVELOPE 
FIRST WITH 
WARM WATER 
THEN CHILL WITH 
COLD WATER 


SCREEN WITH 
SILK SIDE,FACE 
DOWN 


N° 2 PHOTO 
FLOOD LAMP 
AND REFECTOR 
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being-activated by light action and de- 
velopment, giving off some slight relief. 
This method is fully described in the 
accompanying drawings. 

Some stencil screen plate makers add 
inorganic materials, such as pure French 
white zinc in powder form or C. P. 
orange mineral, both of which disperse 
readily in hot water. Such pigments, 
when combined with gelatin and glycer- 
ine, form an excellent plasticizer that 
reduces swelling to a minimum, such as 
is the case with carbon-tissue where such 
pigments as are used are vitally impor- 
tant. The carbon-tissue method will be 
described later in this series. 

As I have stated, I believe the illus- 
trations accompanying this article are 
self-explanatory, although I might state 
that the negative or positive must be in 
reverse ; that is, the film side must be in 
reverse to read backwards. 

Also, it will be noted that exposure is 
just the opposite of other methods, that 
of exposing from the inside of the 
screen. This affects the portion of the 
emulsion lying directly on the silk sur- 
face and, if under-exposure should be 
apparent, the outer side of the emulsion 
in which the light has not yet penetrated 
or affected will wash off in development 
without affecting the portions that have 
been light-fixed. 

My first article in this new series ap- 
pearing in SIGNS of the Times was in 
the November number. The purpose of 
this series is to deal with the several 
different practical photographic stencil 
screen making methods, and to present 
instructions as to how to accomplish 
them, by means of instructive step-by- 
step illustrations. 

As before stated, in presenting this 
series, I have selected with utmost care 
only those methods that have been 
proven most satisfactory in my own 
work over a period of many years. Spe- 
cial attention is being given, not only 
to the older methods, with added im- 
provements, but to the very latest devel- 
opments. The formulas that accompany 
each individual method are concise, but 
not exaggerated, and should be appre- 
ciated by those who have not had any 
previous technical training in this work. 

The first article dealt with Method 
No. 1, the direct photographic method. 
The second article, in the December 
SIGNS of the Times, told how to make 
stencils by Method No. 2, the original 
transfer photo-screen method. Future 
articles, to come in later issues, will take 
up still other methods in the same con- 
cise and well-illustrated manner. 
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THE Q2 CUTAWL 


Send for Catalogue 
and Easy Payment Plan 


Cutawl cutout work that does a complete job 
of window display. By Irvin Rigo for Potter 
Shoe Co., Cincinnati, Ohio. 


FOR MORE PROFITS IN 


1941 


There is a definite promise of better 
business in 1941. To get your share you 
will need more and better displays— 
eye-catching, sales compelling cutout 
displays. 

The Cutaw!—a_ high-speed portable 
electric cutting machine —is the only 
tool which meets every cutting need. It 
cuts practically any material of any size 
into any design—rapidly and easily. 


ORDER NOW--PAY LATER 


On our easy payment plan you can 
start using your Cutawl at once and pay 
for it as it earns for you. 


MAIL THIS COUPON TODAY 


INTERNATIONAL REGISTER CO. 


11 S. Throop St., Chicago, Ill. 


INTERNATIONAL REGISTER CO., I 1 S. Throop St., Chicago, Illinois. 


Without obligation please 
mail me: 


[] Cutawl catalogue 


[] Easy Payment Terms City 


Company name 


Your name. 
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unless you’re using 


UNIVERSALS 


Winter winds drive dirt, soot and grime into electrode 


housings. And an accumulation of dirt or pocket of water 
in an electrode housing can cause plenty of trouble, unless 
youre using Universal open-type self-cleansing types. 
Universal genuine porcelain housings are designed to make 
nature work with you—not against you. Climatic dirt, soot 
and dust are blown and washed away, automatically, by 
winter winds and melting snow. Better order a supply 
from your jobber today or get experimental samples by 
writing us. 


The 437 electrode housing is a 
general all-purpose, open-type 
self-cleansing design that saves 
you money. 


THE UNIVERSAL cLAy propucts co. 


1510 EAST FIRST ST. 


SANDUSKY, OHIO 


KLEAHPRINT | 
KRESSILK TETCOSILK 


Good quality of stencil silk is yours for 
the asking . . . simply specify one of 
our three brands on your next order. 


KRESSILK PRODUCTS, INC. 


73 MURRAY STREET e 
NEW YORK, N. Y. 


37 FRANKLIN STREET 
BUFFALO, N. Y. 


ARTICLE No. 5 


This is the fifth article in Instructor 
Kadel’s series on sand blasting with the 
air brush. The first article was in the 
July, 1940, SIGNS of the Times, the 
second in August, the third in Novem- 
ber, and the fourth in December. 

One of the purposes of his series is 
to demonstrate how the making of 
sand-blasted signs of various kinds is 
now within reach of every progressive 
sign firm, with the development and 
availability of equipment such as the 
sand-blast gun, heater-type gun for ap- 
plying resist, masking materials, and 
abrasives. 


ducing sand-blasted signs in quan- 

tity. Two of these methods are 
(1) silk-screen processing for applying 
the sand-blast resist and (2) the use of 
a special production jig to which is at- 
tached a metal or lead stencil, which is 
covered on each side with molten monu- 
ment rubber or rubber composition sheet 
made especially for sand blasting. 

When producing quantity designs by 
the silk-screen method, the following 
procedure can be employed: 

1. The design is laid out upon detail 
paper. 

2. A sheet of film paper is placed 
over the design with the wax-paper side 
down. 

3. The design is cut with a stencil 
knife through the film to the wax-paper 
back. 

4. This film is placed with the film 
side next to the silk beneath a standard 
silk-screen frame. 

5. The top side of the silk is then 
rubbed briskly with a clean cloth, damp- 
ened with lacquer thinner or with the 
special adhering liquid which is prepared 
as a solvent for the film. 

6. The silk is then rubbed with a dry 
rag and this process is repeated until the 
film is adhered to the silk. 

7. The wax paper back is then peeled 
off. 

8. The glass or other material which 
is to be sand-blasted is processed, using 
process paint which is prepared as a 
blast resist. A good brand of this proc- 
ess color which has a delayed drying 
time is excellent for this purpose. 

9. After the quantity of signs has 
been processed, they are ready to be 
racked and sand-blasted. However, only 
a very light touch blast can be used for 
this method, as the resist is so thin that 
a heavy blast will be liable to remove it 
entirely. 

10. After the jobs are sand-blasted, 


“fp Gating are several methods of pro- 
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Sand Blasting wi 
the Air Brush 


for Quantity Sign Production 


By George W. Kadel 
Author, “Air Brush Art’ 


the process paint is removed from the 
glass. 
The portion which is covered with the 


coat of cutting-in lacquer can be then 
squeegeed over the silk. After it is dry, 
the lettering and design in show-card 


color is washed out with warm water 
and the job is ready to be screen-proc- 
essed and then later sand-blasted with 
the air brush. 7 

Another easy method where the let- 
tering is to be left in clear glass is 


special resist paint will, of course, be the 
part that is left in clear glass. For this 
reason, in many simple designs, it is 
easier to draw the lettering and design 
directly upon the silk and then fill in the 
design with show-card color. A _ thin 


Your Best Advertisement 
Is Your Own Shop Front 


Here’s a shop front that really sells 
better sign work! Strictly modern, 
it combines neon tubing and gold 
leaf to obtain an unusually striking 
effect. The specifications for this 
store front as well as dozens of other 
unique jobs are given in the new 
Hastings Idea File. Send for your 
free copy now! 


For Silver Effects— 
PALLADIUM LEAF 


Exclusively Hastings 


GENUINE PLATINUM LEAF 


Exclusively Hastings 


ALUMINUM LEAF 
VERY THIN SILVER LEAF 


819 FILBERT ST., PHILADELPHIA 
Branches: CHICAGO, ILL.: 1332 
West Grand Avenue; NEW YORK: 
W. H. KEMP CO., 350 Hudson St. 


Above is illustrated the 


TWO of the methods of quantity sign production are illustrated here. 
silk-screen process for applying one of the several materials that can be employed as the sand- 
blast resist. Below is depicted the use of a special production jig to which is attached a metal 


or lead stencil. A piece of glass is shown being inserted in the jig. 
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ARTISTS 


FOR EVERYONE THE OUTSTANDING 


MATERIAL 


INSIST UPON GENUINE* 


GRUMBACHER 


Lettering Quills 


Standard For Almost 
50 Years 


THEY ARE 

OBTAINABLE IN 
ANY QUANTITIES AT 
ALL RELIABLE DEALERS 


“All genuine Grumbacher Lettering Quills are imprinted with our name from sise 5 
upward. Smaller sizes do not allow for stamping. 


M. GRUMBACHER 


Wholesale only 
BRUSHES, COLORS, AND ARTISTS’ MATERIAL 


462 West 34th Street New York, N. Y. 
Canadian Branch: 55 York Street, Toronto, Ont. 


SUPER-Harbord weatherproof plywood is 
made for just this kind of service. Experienced 
sign men use it for primary panels, cut-out 
features, streamlining, and appliques because it 
does the job better. Panels of SUPER-Harbord 
are available in a variety of standard size panels 
and thicknesses—a grade for every purpose. 
If you are not already acquainted with the ad- 
vantages of this sign material, write our General 
Office or any of the Distributing Warehouses 
listed below. 


HARBOR PLYWOOD CORPORATION 


MILLS and GENERAL OFFICES, HOQUIAM, WASHINGTON 


DISTRIBUTING WAREHOUSES—Atlanta, Georgia, Harbor Plywood Corp.; Baltimore, Maryland, Harbor Sales Co., Inc.: Chicago, Illinois, 
Harbor Piywood Corp.; Cincinnati, Ohio, E. W. Camp Plywood Co., Inc.; Cleveland, Ohio, Davis Plywood Corp.: Columbus, Ohio, Davis 
Plywood Corp.: Indianapolis, Ind., E. W. Camp Plywood Co., Inc.; Jacksonville, Horida, Harbor Plywood Corp.: Los Angeles, Calif., Geo. E. 
Ream Co.: Miami, Florida, Harbor Plywood Corp.; Milwaukee, Wisconsin, Geo. L. Waetjen & Co.; New Orleans, La., Harbor Piywood Corp.: 
Waco, Texas, Wm. Cameron & 

Oregon, Lbr. Pre 


& Co., Inc.: Philadelphia, Pa., Harbor Plywood Corp.; Pittsburgh, Pa., Roberts Harbor Plywood Co.; Portland, 

Jucts, In Portland Plywood Sales Co.; San Francisco, Calif., Maris Plywood Corp.; Tacoma, Washington, Johnson & 

undgren Co.: Tampa, Florida, Harbor Plywood Corp.: Toledo, Ohio, Davis Plywood Corp.; Washington, D. C., Harbor Sales Co., Inc.: 

Omaha, Nebraska, Omaha Hardwood Lbr. Co.; Sioux City, lowa, Omaha Hardwood Lbr. Co.; Denver, Colorado, Sterling Lbr. & Inv. Co.: 
Watertown, Mass., Kimball Lumber Co.: St. Paul, Minn., Reserve Supply Co. 
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simply to paint the design and lettering 
in lacquer directly on the silk. The job 
is processed and then sand-blasted. 
Again it is well to remember that in this 
method of reproducing multiple designs, 
it is necessary to use a light blast, as the 
processed resist will not stand a heavy, 
deep etch. 

Still another method of using screen 
process is to prepare the design as de- 
scribed and to squeegee molten monu- 
ment rubber through the silk. This 
gives a type of resist that will permit a 
heavier etch. With a little practice, the 
artist can develop an excellent mask in 
this manner. 


N THE second method of production 
work, where a jig is involved, the jig 
may be used in one of two ways. First, 
a piece of sheet lead about 1/64 inch in 
thickness is covered on each side with 
molten rubber or rubber composition 
sheet. The design is then drawn upon 
the rubber and cut out with a heavy mat 
knife or stencil knife. This stencil is 
then fastened to a hinged frame. This 
hinged frame is attached to a vertical 
upright, which is provided with a clamp 
or screw to hold it tightly in place. A 
groove or slot should be provided in the 
vertical upright to permit the glass to be 
slipped through the jig and to support 
the glass during the sand blasting. 

The glass pieces are simply slipped in 
place, the frame tightened against them, 
and the job blasted. It is necessary that 
the stencil fit tightly against the glass in 
the jig to insure a sharp outline in the 
sand-blasted parts. 

The blast should be applied as uni- 
formly as possible over the stencil to 
prevent buckling. This method can be 
used for small quantities where there is 
little hair-line detail in the design. 

The second method of using the pro- 
duction jig is to cut a stencil out of 
metal and to spray molten rubber 
through this stencil. These glass designs 
are placed in the jig and sand-blasted. 
This stencil can, if necessary, be ce- 
mented with rubber cement to the glass 
surface. Also, it can be used over and 
over by cleaning it with warm water. 

It is best to use a heater-type gun 
when spraying the liquid rubber to ob- 
tain the best results. However, an 
ordinary heavy-duty gun can be used by 
reheating the rubber while the job is 
being sprayed. 

This is the fifth article in this series 
on sand blasting with the air brush to 
appear in recent issues of SIGNS of the 
Times. 
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Sell Church Signs 


Nine Hundred Hands Go Up, and 45,000 
Church Signs Are Voted to be Changed 


By Ralph Stoody 


Director 
Methodist Information 


waiting to be done all over Amer- 
ica. 

One by one they are not large enough 
to get very excited about, but in the 
aggregate there is enough business to 
run into big figures. When things slow 
up a little, see if there isn’t some of this 
work right down your street. 

These jobs were made when 900 offi- 
cial delegates of the three major 
branches of Methodism raised _ their 
hands in a unanimous vote for union, 
creating Protestantism’s largest denomi- 
nation. Before that there were 26,000 
churches that had signs reading “‘Metho- 
dist Episcopal Church.” Sixteen thou- 
sand more, most of them below the 
Mason and Dixon line, were marked 
“Methodist Episcopal Church, South.” 
Two thousand others were labeled 
“Methodist Protestant Church.” 

All these signs were doomed to come 
down when the hands of the representa- 
tives of these formerly long-separated 
denominations went up at the uniting 
conference in Kansas City in May, 
1939. Every sign, corner-stone, lettered 
fan-light, and other designation was 
made inaccurate. All three of the old 
names were dropped. When the newly 
formed body named itself ““The Metho- 
dist Church,” the signs on 45,505 
churches became instantly obsolete. 

Numerous alert pastors, not to be out 
of date, immediately called their sign 
men. 

‘How can we get the ‘Episcopal’ out 
of the lettering on our church plaque?” 
they asked. 

Sometimes it could be done with a 
little ingenuity, and the sign man went 
to work. At other places he adroitly 
helped the parson to recommend to his 
official board the junking of the old sign 
and purchasing something up to date. 

‘Probably we could tinker up the old 
one into some makeshift shape,’ he 
would say to the minister, “but at best 
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it wouldn’t fit in with the fine edifice 
you have and the modern type of min- 
istry you are giving these people. Isn’t 
this ‘unification’ you tell me about a 
pretty important event in your church’s 
history? Why don’t you celebrate it 
worthily—a new sign for the new day?” 


HE union of Methodist churches has 

already produced no little business 
for sign men, but there 1s plenty more. 
An informal survey reveals that hardly 
half of the churches have yet made the 
change-over. That means that if in your 
neighborhood there is a church bearing 
a sign, “Methodist Episcopal Church,” 
“Methodist Protestant Church,” or 
‘Methodist Episcopal Church, South,” 
or just “M. E. Church,” that sign is 
wrong and should be changed. Those 
names are now historical. “Trinity 
Methodist Episcopal Church’ should 
now read ‘Trinity Methodist Church,” 
“Asbury Methodist Protestant Church” 
is now “Asbury Methodist Church,” 
and in Dixie, both the words ‘“Episco- 
pal” and “South” should come off Meth- 
odist church signs. 

At least 20,000 jobs of this kind are 
yet to be done, if the observations taken 
in several sections are typical of the 
whole country. Probably there’s one 
waiting for you right in your neighbor- 
hood. If any of these former denomi- 
national names are still displayed, you 
will be doing yourself a good turn by 
selling that church a new sign, and, in- 
cidentally, you'll be making a contribu- 
tion to the new spirit of Methodist 
unity by making her signs “signs of the 
modern times.”’ 


TWENTY THOUSAND JOBS 


of the kind described in this article are 
yet to be done, Stoody points out. 

“Probably there’s one waiting for you 
right in your neighborhood,” he sug- 
gests. 
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HAS ALWAYS BEEN FIRST 


FO BRING YOU NEW TOOLS 
AND NOW OFFERS THE MOST 
EFFICIENT PENS EVER MADE 
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these new Speedball 
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4 Drawing Lettering Lins 


Flicker pens have tempered stee/ feeders 
hinged to flick open by simply lifting the 
top reservoir, so they can be wiped clean in 
a jiffy.. The feeders snap back ready touse 
as often as you clean them..fZcker hens 
need no adjusting for ink or thin poster color. 
Fan-slit nibs and groved marking tips to 
give perfect strokes at any speed make 
them easier to use..”FB-6 the drafting pen 
has ruling flanges that prevent blotting 
Flicker pens deliver 100% more 4 


Strokes per dip. Try them today! 
« Your athe has them now: 


1a | 
PEN CO. 
CAMDEN, NeJe 


K Drawn aad Lettered wick B~C> Speedballs in Speedball ink. 
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Start the NEW YEAR right 
by buying 
The best on the market at the 
most reasonable prices 


No. 22—5/16” dia., four 8%” sections... 
No. 23—7/16” dia., three 81%” sections. . 
No. 24—7/16” dia., four 8%” sections.. 


GOLD LEAF TRIMMER, 4” long, made 


from steel, nickel plated, 
Eg a ea Oc 
I eae 10e 


GRIP TIGHT TRIMMER, 43%” long, for 
holding whole or pieces of razor blades. 


slight turn of the handle opens $ 
or closes the jaws 1.00 
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BEAM COMPASS for yard sticks, a unique 
instrument to draw any _ size circle or 
straight line. Will hold pencil, paint brush 
or any tool from %” to 34” 

ter Fo Pre 2: . 


CURVE CUTTER made from the finest tool 
steel. Has bronze bearing and 
aluminum handle ° 
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Extra blades 


POUNCE WHEELS, new needle _ sharp 
wheels, with steel bearing and shaft, all 
hardened for long, satisfactory $1 
service. No. 0, 1, 2. Each i ° 


Extra wheel and shaft assembly. bls $0.80 


SIGN HANGERS made of brass, pliable to 
fit any thickness of signs. 
Length 2 —Per pair 25.00 k ean Cc 


Lienwer.o —Per Naito i. Se 25e 


No. 1 HANDY CUTTER for razor blades, 
will readily cut paper, cardboard, 
corrugated boxes, linoleum, etc ...... Cc 


HANDY CUTTER 


No. 2 HANDY CUTTER made of steel, 
nickel plated and polished, especially de- 
signed for heavy-duty cutting. 

er Ort RIE a ys ee . 


Made by 


S & J MFG. CO. 


11763 Cloverdale Detroit, Mich. 
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The Sign Industry 
Looks at Lighting 


As a 1941 Sales Outlet 


By D. P. Caverly 


Commercial Engineer 
Hygrade Sylvania Corporation 


peared in the November SIGNS 

of the Times, emphasized the value 
of the relatively close cooperation that 
exists in the four organized groups in 
the lighting industry today. It was 
pointed out that such cooperation was 
in a large measure responsible for the 
rapid and healthy growth of that indus- 
try, and that the sign industry, in con- 
templating entrance into the field of 
lighting, should recognize and adhere to 
the basic principles of illumination in 
order to further such cooperative spirit. 

The reason for the recent and wide- 
spread interest in illumination by mem- 
bers of the sign industry is quite obvi- 
ous. Sign manufacturers have never 
before had the use of a real illumination- 
producing medium such as high-voltage 
fluorescent tubing. Heretofore, sign and 
display design was accomplished with 
relatively low-power light sources, such 
as neon and other gaseous discharge 
tubes, or small incandescent lamps of 
various colors. A sign compelled atten- 
tion by virtue of its bulk, motion, dis- 
tinctive design or color contrast, but 
rarely by its brilliance except as a result 
of bulk. 

Coincident with the development of 
high-voltage fluorescent tubing came a 
desire on the part of certain types of 
commercial establishments to streamline 
their lighting, outline windows, mar- 
quees, etc. Such work naturally fell to 
the sign industry since the desire in these 
establishments was more for display and 
color than for illumination for seeing 
tasks, but there is no sharp dividing 
line between light for display only and 
light for seeing tasks only. The two 
elements blend together to form a rather 
distinct branch of the art, which we can 
call “light for selling.’ It is in this 
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category that high-voltage fluorescent 
tubing will be found most acceptable, 
and that the sign industry can best ful- 
fill its obligations in lighting work. 


N ORDER to complete an _ under- 
standing of our subject, it is essen- 
tial that the relative merits and demerits 
of the various available light sources be 
presented. There are four important 
sources today. These are the incandes- 
cent lamp, the gaseous discharge lamp 
(sodium or mercury vapor), the fluores- 
cent lamp, and high-voltage fluorescent 
tubing. 

Let us consider a few of the pro- 
nounced characteristics of incandescent 
lamps which are, of course, the most 
widely used light sources at present. 
First, they are comparatively small 
sources of high brightness. This means 
that they should be concealed in fixtures, 
opal glass globes, semi-indirect or in- 
direct translucent or opaque bowls, in 
order to reduce their brightness to 
within the range of visual comfort. 
However, some amount of control or re- 
direction of light is provided with such 
equipment. 

Incandescent lamps are powerful light 
sources and with the correct reflecting 
equipment can be placed considerable 
distance from the area to be illuminated. 
Flood lighting of football and baseball 
fields, industrial yards, buildings, etc., 
could not be accomplished so effectively 
with other sources. High bay industrial 
lighting is more or less dependent upon 
the fact that the light radiating in 
all directions from incandescent lamp 
sources can be readily concentrated 
downward by reflectors or refractors. 
The critical control in the optical sys- 
tem of a theatrical spotlight is possible 
only with very small sources of high 
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power, and incandescent lamps with con- 
centrated filaments are used to meet the 
requirements of spot-lighting applica- 
tions. 

Although the color quality of incan- 
descent sources is not comparable to the 
white of average daylight, it does pos- 
sess a certain comfortable warmth that 
adds to the charm and pleasing atmos- 
phere of the home. It must be admitted, 
however, that this is due in part to the 
fact that we have become somewhat ac- 
customed to the color quality of incan- 
descent lamps, and it is likely that if 
fluorescent lamps had come first and in- 
candescent later, the yellow light of 
them would have been considered un- 
suitable for home lighting, particularly 
since decorative schemes in wall paper, 
furniture, etc., would have used blue and 
green tints largely to harmonize with the 
fluorescent influence, rather than the 
buff tones as at present, resultant of in- 
candescent usage. 

Incandescent lamps also permit a cer- 
tain flexibility in that larger sizes can 
replace smaller ones insofar as the wir- 
ing capacities will permit. Thus, if more 
light is required it is a simple matter to 
swap a small lamp for a larger one. In 
addition, they will operate on alternating 
or direct current as well as any fre- 
quency that may be supplied. As a mat- 
ter of fact, the characteristics of electric 
distribution systems have been influ- 
enced by incandescent lamp design, and 
the lamps in turn have been designed to 
fit, more or less, the electric systems, so 
that any deviation from this established 
set-up of illumination might appear to 
present many more imaginary difficulties 
than would actually be existent. 


HE next light source of importance 

is the gaseous discharge lamp, of 
which there are two commercially avail- 
able types. These are the sodium-vapor 
lamp and the high-pressure mercury- 
vapor lamp. 

The sodium-vapor lamp has one ad- 
vantage, which is sufficient to justify its 
use. That advantage is its efficiency of 
from 40 to 50 lumens per watt, depend- 
ing upon operating characteristics. It 
has a decidedly yellow-orange color, 
which makes its use for interiors im- 
practical because of the resulting color 
distortion. For street lighting, however, 
particularly circular traffic intersections, 
bridges and similar installations, sodium- 
vapor sources can be used to advantage 
since their light is essentially monochro- 
matic or of one pure color band. Mono- 
chromatic light tends to increase visual 
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Available ONLY From The 


Wagner Sign Service, Inc.* 
*Slotted Silhouette Letters | 


Wagner's EXCLUSIVE right to make the slotted silhouette letter has been 
established beyond all question. Wagner patents have been upheld against 
infringement by decision of the U. S. District Court, Northern Dist. of Illinois, 
Eastern Division, and confirmed by the U. S. Circuit Court of Appeals, Seventh 
Circuit. The U. S. Supreme Court has made the decision of the Circuit Court 
of Appeals final by denying a petition for certiorari. 


*Wagner Special Flash Glass 


Also EXCLUSIVE with Wagner—75% more efficient than regular Opal Glass, 
40% more efficient than any other 
domestic flash glass. Costs very 
little more than Opal Glass and 
much less than any other flash glass. 


*Flex-Word Units 


Consist of 4” letters and frames that 
mount on Wagner Standard Frame. 
Save space — permit better use of 
space. Indispensable to the Show- 
man who wants the maximum dis- 
play value from his board. 


* Wagner ’4I1 Frame 


A big advance over all other con- 
struction. Provides the only means 
of having an absolutely waterproof 
sign. 


*The Two-Tone Silhouette Letter 


Flashing alternately a brilliantly illuminated colored letter and silhouette. 


“And NOW Trarsracanth Poles 


Made to contain 24” x 24” National Screen Accessories transparencies and 
serviced by National Screen Accessories, Inc. Provide colored, illuminated 
illustrations—add COLOR and LIFE to your attraction board. Patent pending. 


WAGNER SIGN SERVICE, Inc. 
218 S. Hoyne Ave. 123 W. 64th St. 706 E. Hancock Ave. 6 Britain St. 
CHICAGO NEW YORK DETROIT TORONTO 


GIVE YOUR CUSTOMER GREATER VALUE 


SEND FOR THIS DEMONSTRATOR 
IT |S HEE TO YOU 


When you build electric signs, use color- 
ful, self-locking, Plastic Lenses (Process 
Patented). Reduce your Costs. Give 
greater values for less money. Profits 
are sure to follow. 


Write on your own stationery for free 
demonstrator. Address — 2116 Mulberry 
Avenue. 


EXPANDING SIGN 
nN} LENSE CORPORATION 


The practicability of the Expansion-sealed Lense will instantly appeal to you. Send inquiry ' 


» » EXPANDING SIGN LENSE CORP. 


MUSCATINE - IOWA 


on your business stationery. 
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with 50 or 150 pound capacity. Turntables are self-starting and silent. 


ELECTRIC TURNTABLE operates on a solenoid prin- 


ciple with a mercury tube make-and-break switch. Simple 
design minimizes maintenance. Adaptable to all types of 


revolving motion displays. 


N. Y. 
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BROOKLYN, 


27 RYERSON STREET, 
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Lumuinaires of Tubing Light Boston Restaurant 


IN THE Waldorf restaurant, Boston, lighting on the street floor consists of four-ring luminaires 
of luminous tubing—three rings of warm white and one of old gold. The baleony (rear) is 
lighted with three-ring units—two of warm white, one of old gold. The counter is lighted by 
3 foot-candles at table tops after reduction of initial 12-foot-candle output. Koni’s Neon Service 


Company, Boston, made the installation. 


acquity, and the color distortion factor is 
of slight importance in street lighting. 

On the other hand, mercury-vapor 
sources have been extensively used in 
industry, particularly for high bay ap- 
plications. Although the characteristic 
blue-green color is not objectionable as 
a rule, mercury-vapor lamps are fre- 
quently used in conjunction with incan- 
descent. The two colors are mixed to 
provide less color distortion. Efficien- 
cies of these sources range between 25 
and 40 lumens per watt, depending upon 
their size and operating characteristics. 
Mercury-vapor sources, being quite con- 
centrated, are extremely bright and re- 
quire careful shielding at low mounting 
heights. 


HE introduction of low-voltage fluo- 

rescent lamps provided a terrifle stim- 
ulus to the lighting industry and has 
influenced illumination design appre- 
ciably. Although the basic elements of 
good lighting practice will not change, a 
radically different installation design 
technique is required. 

Briefly stated, the characteristics of 
fluorescent lamps, which make them so 
widely acceptable, are their efficiency, 
low brightness, coolness, length and long 
life. The fact that they require auxiliary 
equipment and starters is no longer a 
drawback since these devices are usually 
incorporated in fluorescent lighting fix- 
tures. During the past two years, fluo- 
rescent lighting has been applied success- 
fully to practically every type of in- 
stallation. Industrial and commercial 
establishments, however, have made use 


of it to much the greatest extent. In- 
dustry likes fluorescent lighting because 
the long sources relieve harsh shadow 
conditions and because the lamps are low 
in brightness, thus eliminating both di- 
rect and reflected glare conditions. 
Higher levels of local bench illumination 
are possible with fluorescent lamps be- 
cause they are comparatively cool. 

Store owners find the daylight and 
white fluorescent colors provide new life 
and snap to merchandising areas. Peo- 
ple flock to buy things in the light, cheer- 
ful store. They shun gloom and will not 
purchase articles that appear dull and 
uninteresting or that they can not see 
properly. Since it is often difficult to 
rewire sales areas for larger capacities, 
the efficiency factor of fluorescent lamps 
is also important to retail merchants. 


HE fourth type of source, and that 

with which we are most concerned at 
present, is the high-voltage fluorescent 
tube. The physical and chemical proc- 
esses involved in producing visible light 
are the same with both high-voltage tub- 
ing and standard low-voltage fluorescent 
lamps. The coatings of each are caused 
to fluoresce or glow by exposure to 
ultra-violet radiations in a certain region 
of the ultra-violet spectrum. ‘The cor- 
rect wave lengths are produced by a 
mercury-vapor are under the right pres- 
sure. The mercury-vapor are can be 
produced either by high voltage between 
cold cathodes as in high-voltage tubing 
or by lower voltages between hot cath- 
odes as in the regular fluorescent lamps. 

In either case, the amount of light 
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produced per foot is dependent to con- 
siderable extent upon the total area of 
the coated glass. It is obvious, there- 
fore, that regular low-voltage fluorescent 
lamps that have diameters of 1, 1%, and 
2% inches will produce more light per 
unit of length than high-voltage tubing 
with diameters ranging from 8 to 25 
millimeters. The efficiencies of each, of 
course, vary with the color. 

In view of the variety of colors avail- 
able and the fact that high-voltage tub- 
ing can be bent to conform to various 
architectural designs, it should be used 
primarily where decoration is to be the 
predominant element in the lighting 
scheme. Such applications include thea- 
tre lobbies, restaurants, cocktail lounges, 
bars, outline lighting, waiting rooms, 
and similar locations. It should also find 
extensive use in many stores, such as 
those selling millinery, furs, gowns, and 
similar merchandise where a quiet, rich 
atmosphere is desired. Usually, in such 
cases, the tubing can be installed in 
coves, or built into the building design 
in some manner... Drug stores, cafete- 
rias, and similar places can find high- 
voltage tubing ideal for continuous strip 
lighting above the service counters. 

The installation pictured with this 
article is at the Waldorf restaurant on 
Washington street, Boston. Lighting on 
the street floor is made up of four-ring 
luminaires, three rings of which are 
warm white and one ring old gold. The 
total wattage per unit is 215 when oper- 
ated on a 6)-milliampere 7,500-volt 
transformer. The balcony is lighted 
with three-ring luminaires very similar 
in appearance but containing two warm 
white rings and one old gold ring. These 
have a wattage of 180 and are operated 
from the same transformers. The in- 
stallation is designed to have 8 foot- 
candles at the table tops after the tubes 
have dropped in light output. Initially, 
there was an illumination level of 12 
foot-candles. These four-ring luminaires 
have a total of 21 feet of tubing whereas 
the three-ring units have 16% feet of 
tubing. ‘The counter is lighted by three 
lines of tubing, two of which are warm 
white and the other old gold, which run 
the entire length of the counter. These 
provide 35 foot-candles at the counter 
top with an initial rating of 44 foot- 
candles. Koni’s Neon Service Company, 
Boston, made the installation. 

The next article in this series wil! 
deal more specifically with the require- 
ments of adequate lighting, with par- 
ticular emphasis on quality, quantity, 
maintenance and appearance. 
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IT’S A SMART MOVE 


... smart in many ways when you start using 


DOLFINITE SCREEN PROCESS PAINTS 


They work free and uninterrupted un- 
der the squeegee without clogging or 
assure maximum 
spread, dry quickly to a smooth, uniform 
surface, speed up production, are the 
most economical from any viewpoint. 


showing oil rings, 


The line includes a specific material 


tail, 


for every purpose, producing work of 
unapproachable excellence, of finer de- 
more brilliant 
work that commands a better price. 


in light-fast colors, 


See your dealer or write Depariment S 
on ycur firm’s letterhead for new book- 
let, free sample, color book and details. 


DOLPHIN PAINT & VARNISH co. 


eo Se OC, 


fete Me Sons, * ae 


DOLFINITE DISTRIBUTORS 


The Remac Co., 87 Summer 
St., Boston, Mass 

Gamble & Ludwig Paint Co., 
Inc., 901 Hennepin Ave., 
Minneapolis, Minn. 

Arthur F. Hoerauf & Co., 525 
Woodward Ave., Detroit, 
Mich. 

A. & B. Smith Co., 633 Smith- 
field St., Pittsburgh, Pa. 
City Blueprint Co., 524 4th 
St., N. W., Canton, Ohio. 
Abeles-Lewit Co., Inc., 161 W. 
64th St., New York City. 


Electric Blue Print Co., 312 
Minnesota St., St. Paul, 
Minn. 


Bert L. Daily, Inc., 126 E. 
Third St., Dayton, Ohio. 


Prairie State Products Co., 
1631 S. Michigan Ave., Chi- 
cago, III. 


The Hooven Co., 1621 L St., 
N. W., Washington, D. C. 


Becker Sign Supply Co., 314 N. 
Eutaw St., Baltimore, Md. 


Jos. E. Podgor Co., Inc., 612 
hep St., Philadelphia, 


Adamson-Johnson Paint Co., 
7th St. at 4th Ave., Rock- 
ford, Ill. 

G. L. Giesen, Ltd., Huddart 
Parker Bldg., Wellington, 
New Zealand. 

Displayart Studio, 139 Jeppe 
St., Johannesburg, South 
Africa. 

E. Harris Co. of Toronto, Ltd., 
73 King St., East. Toronto, 
Canada. 
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Editorials 


More Anti Mania 


LL advertising men, and users 
A of advertising, became gravely 

concerned last month in learning 
about a drastic anti-advertising _ bill 
(H. R. 10720) that was presented to 
Congress on December 9, by Represent- 
ative Jerry Voorhis of California. The 
name of the congressman helps to recall 
the name of another prohibitionist, An- 
drew Volstead, whose act created a new 
breed of racketeers and made _ law- 
breaking an act of smartness in Amer- 
ican homes. 

The Voorhis bill was referred to the 
house committee on ways and means, 
and while experts believe that there is 
little possibility of any immediate action 
being taken on the bill, which is ad- 
vanced as a means for increasing na- 
tional revenue by taxing advertising ex- 
penditures, the sign and outdoor adver- 
tising industry will be especially con- 
cerned about a license provision pro- 
posed for “billboards,” in the amount of 
$1 for each display annually. Such a 
Federal tax would be additional to local 
and state taxes now paid on outdoor ad- 
vertising. The proposal excludes signs 
on places of business, advertising such 
businesses or products sold therein. 

Advertising is the life-blood of busi- 
ness. A burden placed upon the life of 
business saps the means whereby busi- 
ness can be produced to make the wealth 
required to raise the funds to meet the 
cost of our rapidly increasing expenses 
of government operation. The sign and 
outdoor advertising industry must take a 
firm stand against being taken for a ride 
by any compromise made in the proposed 
bill if it should ever get out of com- 
mittee. 


Face-Lifting 
hy ei Oakland, in Cali- 


fornia, has had its face lifted in 

a current rehabilitation campaign 
to help stem the tide of decentralization, 
and modern sign advertising has played 
a major part in the process of giving the 
area a general atmosphere of progress. 
Store-front advertising, done in the 
modern manner, is one of the most ef- 
fectual means of economically trans- 
forming the appearance of any business 
street from one of departing enterprise 
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to one of enthusiastic aggressiveness 
that brings business into the street and 
into the stores. 

Attractive sign advertising puts the 
expression of life into the faces of busi- 
ness establishments. Buildings become 
identified establishments when modern 
signs become a part of them. The more 
distinctive and harmonious the signs are 
made, the greater is their effectiveness in 
advertising the business of the advertis- 
ers and in improving the general appear- 
ance of the community. 

Every city has business areas that 
could benefit by a general face lifting, 
which can be speedily and effectively ac- 
complished through investments in mod- 
ern store-front advertising. Here is an- 
other virile sales idea that can be used 
to salvage many business communities 
from becoming obsolete and give them a 
new spark of life that will bring back 
the safe margin of business that means 
success. Sign salesmen can become the 
most welcome business advisors in their 
communities by bringing to the mer- 
chants ideas for lifting the faces of their 
time-worn establishments — faces that 
will give them a smile of confidence in 
the future. 


Turning the Leaf 


OW is the time to turn over a 
N new leaf in the sales activities of 
the sign, display, and outdoor 
advertising industry. Following its long- 
established custom, SIGNS of the Times 
presents in this issue, the January sales 
promotion number, a great fund of prac- 
tical information that should inspire 
everyone in the industry who is respon- 
sible for sales to do a better job in 1941. 
It is refreshing to note, in comparison 
with conditions in the industry a decade 
ago, that the industry is becoming more 
sales-minded. Creative thinking on the 
subject has been increasing, due in part 
to keener competition within and with- 
out the industry. Competitive mediums 
have been doing a better selling job, and 
the aggressive firms in the industry have 
learned how to present the various forms 
of advertising display more effectively. 
There is one angle in sign selling in 
particular that is receiving an increasing 
acceptance. That is the practice of sell- 
ing ideas instead of selling products as 
such. Anyone can sell a sign, but a 


sign that does not embody a good adver- 
tising idea and is not developed to bring 
the greatest possible return to the ad- 
vertiser is not a good advertising invest- 
ment. An idea that can turn a certain 
quantity of sign materials into a great 
advertising force takes the sign out of 
the mediocre class of mere signs and 
makes it an essential and desirable part 
of any merchandising effort. 

No matter how many forms of adver- 
tising come into existence, sign adver- 
tising in all its forms will continue to 
be a fundamental necessity. Without it, 
all other forms of advertising become 
ineffectual. Sign advertising that em- 
bodies thoughtful planning is a mer- 
chandising anchor and a medium anyone 
should be proud to sell. 


Fifteenth Sign Week 


ARCH 10 to 15 is Annual Sign 
Week, the fifteenth event to be 
sponsored by SIGNS of the 

Times as an occasion for unity of pro- 
motion in all branches of advertising 
display in creating a greater public ac- 
ceptance of the medium as a_ whole. 

In this year’s event, SIGNS of the 
Times emphasizes its previous sugges- 
tions to make Sign Week a period for 
greater effort in campaigning against 
worn-out and poorly placed sign adver- 
tising in the cities and along the high- 
ways. Signs that are not in good repair 
or that are poorly placed are not good 
advertising for the owner. They cast 
a bad reflection on the medium as a 
whole. 

The sign industry can do a big selling 
job by making every effort to sell own- 
ers of such signs on the advisability of 
buying new signs that have genuine ad- 
vertising value, or on replacing present 
signs so that they are a credit to the 
owner and more effective for him. Such 
campaigning, in addition to being ex- 
cellent sales promotion, is coincidently 
very commendable public relations work 
that will win favor with the public by 
giving evidence that the producers of the 
medium are genuinely interested in mak- 
ing the medium a credit to its surround- 
ings in addition to its usefulness as a 
merchandising force. 

Start to lay out your Sign Week cam- 
paign now. Begin spotting the signs 
that are not a credit to the industry and 
prepare to make a concentrated cam- 
paign during Sign Week to sell new 
signs for old and to create more business 
by making the medium a better advertis- 
ing investment. 
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PRESENTATION SKETCHES ... BY WILLIS. The success of sales 
effort hinges upon the presentation the salesman is able to make, 
which in turn often depends upon the cooperation he can get from 
the design department. Designer Glen H. Willis of the W. A. 
Barrows Porcelain Enamel Company has evolved a method of putting 


| 


the making of presentation sketches on a quick-production basis. 
These are some of his routine sketches, in color, which required less 
than three hours each from the blank sheet to the completed sketch. 
They are about 12 inches wide, are attractively mounted on large 
backgrounds and faced with taped-on cellophane. 


‘The Resort Beautiful ” 
_ BOATING FISHING DANCING 


WALTER B. BANKS submits this triple-threat of sales ideas for 
reflector-button highway bulletins with a distinct quality appeal. 
These reproductions are of carefully executed colored sketches about 
22 inches long. AUTO LOANS has a turquoise blue disk at left 
lettered red (and red buttons) with a light blue shadow: rest of 
panel is cream with black across bottom, and with lettering in dark 
and light green. LAKE ANN has a cream background based with 
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QUALITY BULLETIN Designs .. . BY BANKS 


vari-colored wave effect; name is dark green (buttons to match) 
with light green extended shade highlighted white; arrow is red 
(red buttons) with brown shade and white lettering. HOTEL MAYO 
has a background of light blue, lettering black with green and 
yellow shade; disk is maroon bordered with orange lettered in white 
and yellow green. All trims on all three of the designs are in cream 
or ivory. 
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JOHN ALBRIGHT provides usable ideas for salable designs of verticals to identify and advertise. the business of the specialty 
retailer, large or small. Either of the displays could be scaled up to sizes in proportion to a store's prominence and appropria- 
tion. The idea is to give prominence vertically to the store's name and to give distinction horizontally to merchandise offered. 


Designs OF THE TIMES ... BY MEYER 


THESE CREATIONS by Designer Carl X. Meyer of St. Louis are sale signs. Modern materials and methods should enter the con- 
point-of-sale pieces for window and counter use, in which he seeks struction for most satisfactory results —sheet plastics, gleaming 
to combine modern design with the utility of sales-getting point-of- metals, sand blasting, and flashing fluorescent lighting, 


WHEN MILADY LOOKS FOR Signs 


He | ROSE 


NOT LONG AGO | was out sketching and giving it all | 


had. An interested spectator sauntered up, watched a_ 


while, and finally remarked, "It must be grand not to work 
for a living.'' That is the general public's idea of art as 
a job. | answered the man by saying, ‘But | do work for a 
living, I'm a sign designer.'' He looked very disappointed 
and said, ''Oh! | thought you were an artist.” 

That's just another strange attitude of some people. 
Of course, perhaps some sign designs do fall short of 
"Art.'' When a salesman is littering around, moaning for 
his sketch, and the work is coming thick and fast, it's diffi- 
cult to produce a masterpiece, but there are a few point- 
ers that can be kept in mind in order to insure an attrac- 
tive display. 

Simplicity is the keynote of all good and lasting design. 
Too many tricks look good on the sketch, but five years 
later? A sign, to be worth its price, should be so designed 
that the years of service will not impair its style and at- 
tractiveness. A store's sign is its trade-mark. Its identity 
is lost if poor design or manufacture requires a change 
every few years. When Mrs. Customer goes shopping, un- 
consciously she watches for the familiar landmark. If it's a 


sign with smart but conservative and legible lettering, of 


a clear, clean color, and shaped distinctively but artisti- 
cally, she can't miss it. 

_ Modernizing by repainting or retubing can then be 
done at intervals during the life of the display to brighten 
it, without altering its distinctive features. Since the out- 


line remains the same, it is still a recognizable part of the — 


business it advertises. Renovation thus becomes a worth- 
while advertising investment rather than a liability. 

People — especially women — are notoriously fond of 
things to look like what they aren't. They buy wool that 
looks like silk, and silk that looks like wool. Advertising 
folders shaped like milk bottles, or automobiles, or any- 
thing else, are always effective and popular. 
thing to remember when designing a sign. The client is 
human, too, though sometimes he gives the opposite im- 
pression, and more than likely he'll choose the sketch show- 
ing a definite outline. | 

The sign silhouette should of course be in harmony with 
the product advertised and the architectural surroundings, 
and designed to appeal to the market that buys the prod- 
uct, or patronizes the shop, or office. The Roge perfume 
drawing illustrates this point. The market is strictly femi- 
nine, the luxury product is usually purchased either by or 
for women. The container was the inspiration of the 
design. However, no actual flacon is pictured, as the 
container differs with each fragrance. 
on the display conforms to a classic design for perfume or 
cologne bottles, one that has been in use for years, and 
will continue to be smart and popular. 

The glittering trim of stainless steel, carefully applied, 
appeals to the feminine eye. Although simplicity is re- 
tained in the shape, the effect of luxury is gained by the 
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Instead, the bottle | 


DEHONEY 


choice of material. The display could be built in several 
different ways, depending om how much money the client 
wishes to spend. The ends of the bottle and cap could be 
actually rounded, or for economy the faces could be per- 
fectly flat from the tip of the cap to the flower by blend- 
ing and brushing the colors and applying the strip of stain- 
less steel to imitate roundness and the setback on the lower 
section. Naturally the architectural method is. preterable 
from the beauty angle, but the cheaper method will give 
an unusual result and remain very pleasing to the eye. 
Plastic, edge-lighted, could be substituted for the steel 
flower, or translucent plastic could be used for the bottle 
with interior illumination, the lettering etched on. The 
lettering is kept broad enough to carry tubing without 
distortion, and spaced widely enough to be read at a 


glance. The quality touch is added in the script reading 
Roge.'' The sketch was simply done to conform with the 
design. It was rendered on illustration board, in wash, 


India ink, and retoucher's white. 


WHO but. a. feminine se aslat of signs can best discern what 
appeals to women, the ones who do 80-per cent or more of the 
countty's buying? Miss Dehoney has some interesting ideas on the 
subject, of which she will unburden herself in this and future articles. 
You can meet-her on page 66, 
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PARK AND GARDEN .« . BY MEYERS 


GEORGE F. MEYERS has devised these three ways of utilizing lumi- — stallations he made in California and can provide sales opportunities 
nous tubing for outdoor lighting of parks, beer gardens, amusement for sign companies through landscape gardeners, lighting fixture 
places, and private gardens. They are adaptations of some actual in- | companies, garden supply firms, retail nurseries, and similar outlets. 
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EGYPTIAN SCRIPT, Alf R. Becker's alphabet No. 109, is a good style with which it is 
easy to inject versatility in everyday lettering work. In many instances the ties are 
made without regard for the letter terminations. With this alphabet, Becker launches 
this far-famed series upon its tenth year. 
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AS HERETOFORE mentioned, many factors are involved 
in the making of a display card. Briefly restated these 
factors are, in their order of importance, first, design or 
layout; second, color; third, lettering, and fourth, the 
technical proficiency with which these things are executed. 
In the display cards exhibited here, each of which is a gem 
in its own right, the technical aspect is of major impor- 
tance since these are film-cut screen-processed jobs. 

They all have one thing in common—excellent modern 
layout. In considering the reasons for this excellence, we 
find that it lies in the avoidance of conforming to any 
geometric pattern, but rather a successful attempt at free 
artistic arrangement of the many units involved. The 
deliberate lack of anything such as over-all borders or 
panels adds greatly to the sense of freedom and therefore 
the easy-on-the-eye appeal that each card has. 

In color, they are especially interesting. All are on a 
semi-gloss white ground, giving uniformity and simplicity, 
yet there is a wide range of colors used with high artistic 
discrimination. This is certainly due to the fact that, 
besides black and red (used sparingly), the colors, which 
include grays, blues, maroons (ranging from deep to pale) 
are not pure, hard colors, but soft, grayed tones of these 
hues. | 

Those display-card men who have never used a dark 
blue mixed with a bit of black deliberately to destroy the 
hard brilliance of deep blue water color, should try it. 
The further addition of white will give many unusual tones 
of a new kind of blue that can not be purchased. The 
same effect can be obtained with a turquoise, but the 
result will be a livelier, though equally soft shade of blue. 
In using gray, it is a mistake to mix only black and white, 


which gives a hard, cold tone. Add a bit of light yellow 
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for a really warm gray and some blue for a cool tone. 
The use of tints for small lettering does exactly what the 
old-timers strived for when they added light color em- 
bellishments to their jobs, without the distraction caused 
by those superfluous decorations. 

The lettering on these cards is up to the minute in 
both style and treatment. If there is one cardinal rule in 
modern layout it is this—never jam your lettering; or to 
put it another way, no matter how little space you may 
have for what seems a lot of copy, allow plenty of area 
around and especially between lines of lettering, making 
the letters themselves as small as necessary to do this. 
A serious mistake made by many letterers is in not allow- 
ing for caps between lines of lower case. Even where 
there are no caps in between, as in a body of lower case, 
allowing space for them will assure good spacing, whereas 
otherwise the ascenders and descenders will surely crowd 
the letters. Whenever possible, widely-spaced words should 
be used. The eye focuses easily on such spacing and the 
effect is both pleasing and artistic. 

No little credit for these cards goes to the film-cutter 
who had no, easy time of it, as for example with the dozens 
of small stars in the word ''Stardust'’ and many fine lines in 
the illustrations and lettering. 

Everything considered, these little gems represent the 
best in display-card art and indicate the possibilities in the 
field. Card men who may have been thinking that the 
field is narrowing should wake up to the fact that while 
the individual hand-painted card is not so frequently used 


-as formerly, the demand for artistic display cards is much 


greater today because of the screen process. They must, 
however, qualify for this work by widening their field of 
knowledge of what constitutes artistic advertising. 
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GALE PAGE: ALAN HALE- ROSCOE KARNS 
RECTED BY RADUL WALSH 


THIS IS the third group of screen-processed theatre display examples, variety of layout is achieved and how the type of feature is fittingly 
illustrative of the work produced for Warner Bros. by Albert A. interpreted with layout, illustrations, letter styles, and coloring. Joe 
Senft's Sterling Sign Company in New York. These pieces are 24 by Tisman, art director for Warner's, and Irving Kasper of Sterling 
82 inches in size, processed in various colors. They illustrate how shared in the responsibility of producing these pieces. 
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THESE EXAMPLES are by Ralph Nichols Gray, in keeping with types of present-day news appeal—britzkrieg, bomb- 
shells, patriotism, and, believe it or not, peace. Nearly all the cards were done in various tones of red and blue on white 


stock, with the air brush employed here and there. A good share of the work was executed with his old stand-by, the 
lettering pen. 
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THE WORLD as we have known it is rapidly changing. 
We read of change in our favorite newspaper or maga- 
zine, and we hear of it as we listen to our popular radio 
news program. Things that were laughed at yesterday 
as fantastic are accepted facts today, and of tomorrow 
we can just guess, generally. As times change, we in 
commercial art must change to keep up with events. We 
must change the approach and the treatment of our art. 

We read of blitzkrieg, bombs, air raids, and bomb 
shelters. We might well abhor the very thought of all of 
them, but they are front-page words, nevertheless. They 
are being used in advertising and we will find them in our 
new dictionaries. To keep up with the times, we use them 
in our work. New events inspire new ideas, especially for 
the display-card man. The old-fashioned way of doing 
the same thing day after day leads to nowhere. Modern 
stores generally are open to new ideas and timely ones, 
and suggestions are welcomed. 

The man at the studio table is his own promoter, as 
far as ideas and work go. New ideas ought to be wel- 
come in any progressive studio. If not, either the man is 
in the wrong groove or the idea is a little off color. The 
American way of progress is by ability. Let's put it in 
our display-card art. | 
_ In the accompanying plate are several ideas that were 
worked out in keeping with types of present-day news 
appeal. Nearly all the cards were done in various tones 
of red and blue on white stock, with the air brush em- 
ployed here and there. A good share of the work was 
executed with the old stand-by lettering pen. 

MARK TWAIN CABIN. This is a pleasant relief from 
the monotony of wars and rumors of wars. It was used as 
a booklet cover, but the idea could be used as a display 
piece, in the form of an artistic announcement. 

~ A NOTE OF HARMONY. This card suggests, in a 
way, the ''peaceful'’ results of our recent election. It is 
illustrative of how events in our national life can be 
brought to the store window with sustained interest. The 
story of ‘'harmony"' is told by the pipe-organ effect at the 
left, the flag at the right, and the sketch of the donkey and 
elephant at bottom. 

I'M READY. This is a booklet cover done for Standard 
Stations, Inc., of California. It is included here because of 
the timely nature of its message, ''l'm ready,"' which ap- 
plies to the-youth of America, as well as to the service men 
of Standard Stations. 

WE'RE PREPARING. This is an up-to-the-minute 
adaptation of our national defense watchword, applied to 
the clothing store's window card. The copy is a logical 
follow-up of the general idea. 
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"AS TIMES CHANGE, we in commercial art must change to keep up 


with events," states Gray. ''We must change the approach and the 
treatment of our art.’ Gray, who is associated with the Douglas 
Sign Company in Stockton, Calif., is an artist of exceptional ability. 


ATTENTION. This card would attract ‘attention’ in 
any men's wear window. The star and a ribbon are em- 
ployed to tie-in with the cartoon of the rookie as the 
military feature. Here, too, the copy strikes the proper 
keynote. — | 

BLITZKRIEG OF PLAIDS. This card was used for a 
window display of plaid materials, the plaid effect being 
carried out as part of the. ''dawn" idea, with a ''wee bit 
of Scotch" in the corner. 

QUALITY UP. Here the bombshell of prices coming 
down is depicted ina "'splash'' of super values. This same 
idea could be worked up in a number of ways by the smart 
card man. 

WE SAY UNCLE. With this theme, a store can tie-in 
its merchandising activities with any local or national 
patriotic movement. The well-known slang expression of 
‘If you've had enough, say Uncle," conveys the thought 
that the store is practically being forced to continue its 
special sale. 

FLASH. The ''Flash"’ card was made to convey the 
attention first to and then away from the lead copy, 
around the card to ''Buy Now! Your Credit is Good at 
Silvers." 

INTERWOVEN. This little card was made for a local 
distributor of this famous product and was used in a dealer 
contest. 

CLEMENTS HOTEL. This small piece down in the cor- 
ner ends the line-up as it was begun, with a peaceful 
theme. The art work was used as a business good-will 
greeting card advertisement for the holidays. 
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ADRIAN DURAN, who operates a screen-process and display busi- 
ness in Mexico City, found the introduction of process in his country 
a very difficult matter five years ago. Now, however, he is turning 
out work such as this. He has a native flair for the pleasing use of 
vivid colors, and fineness of detail seems to offer no obstacle. At 
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upper left are catalog covers for Chevrolet cars and trucks. The six 


pieces in the group at lower right are only 3 to 4 inches in height. 
Duran told SIGNS of the Times readers. about ''Screen Process in 


Mexico'' in his article that appeared on page 10 of the December 
number. 
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PASTEL POSTERS in theatre advertising have more possi- 
bilities now than ever betore—in attracting attention. 
With theatres making stronger efforts to win the public's 
attention from other interests, the use of artistic pastels 
gives the theatre a note of distinction and places it above 
the "just another theatre’ class. 

_ The problem of the theatre manager or of the display 
department in this age of keen competition is to get the 
theatre talked about by letting the public know that the 
house has things the others have not. It the theatre's art 
work can be one of those things, then the manager is 
ahead of his competitors in winning the public's attention. 
Nothing can set a theatre off from its competitors as well 
as a series of big, beautifully colored pastel posters, por- 
traying the stars of a current or coming attraction. 

The average theatre is now using processed posters, 
and most of them are beautiful pieces of work, but they 
have to be made for general use. Those posters can not 
be made in such a variety of styles that they will be suit- 
able to every type of theatre. Consequently, the small- 


city theatre has the same choice that the first-run houses. 


have in the large cities. As a result, there is no individu- 

ality, nothing special to win attention. | 
A pastel poster made by the theatre's own artist shows 

at once that it is something special, indicating to the pub- 
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lic that special effort was made to attract its interest. It 
has the artist's individuality. It has originality. It might 
bring out some new method in which the artist has applied 
the crayon, or it might contain some unusual color scheme 
or other original treatment to which pastel lends itself. 
If the theatre patron is induced to examine a poster be- 
cause of its unusual or artistic appearance, then he nat- 
urally sees what the poster advertises and is doubly 
impressed. | 

| employ pastel posters of two distinct styles. | use 
the same crayons in both cases. | alternate the use of 
these two different styles in the lobby to get variety in 
the posters. 

One style is in the applying of the crayon in strokes as 
you would make a pencil sketch. The darker shades of the 
same color can be used to obtain shadows, or black can 
be used if handled sparingly. Then white should be used 
to get lighter shades and the highlights. A poster made 
in this manner will give the effect of a pencil drawing with 
the added appeal of the bright colors of pastels. 

The other style is in the application of the crayon more 
freely,,and then rubbing the colors with the fingers or 
stomp to get a softly blended effect. Depending on the 
background, this style of poster can have the appearance 
of an oil painting or blended air brushing. 


JANUARY, 1941 


. . . INGREDIENT OF DESIGN 


BY (eo 


THERE SEEMS to be a mistaken notion with some, that 
balance as applied to design as a whole means duplica- 
tion, while in fact it really means an adjustment of equilib- 
rium. On weighing scales, a pound of feathers is balanced 
by a small piece of metal. The package of feathers is 
very much larger than the metal, yet they have one thing 
in common—weight. 

This is true in balancing color. A large area of a dark 
color will be balanced by a small area of brilliant color, 
when the light reflection of each is equal, or when the 
predominating primary in each is equal after the mixture 
is made. That is, since yellow reflects 50 per cent light, 
blue 25 per cent, and red 12% per cent, our green would 
have half as much blue as orange would have red to bal- 
ance the green and orange, provided that the areas of 
each are the same; otherwise the proportion of each color 
then would vary with the ratio of the areas. 

Since color perceptible to the eye must have size and 
dimension, it becomes an inseparable ingredient of design. 
Design is a formulation of line, area, and proportion 
entirely dependent upon the variation of color and to a 
great degree the tone of color. Design thereby becomes 
the arrangement of color and not merely of space and 
proportion. 

In sculpture, an object or group of objects is arranged 
in pyramid manner. Da Vinci, the master, usually followed 
this rule in his paintings, grouping faces, arms, and high- 


WITH THIS SELECTOR, the exact contrast of any color can be found 
by placing a ruler so that it passes through the color and the 


center of the chart. The other end of the ruler will locate the con- 
trasting color. The center is black and each color is graded out- 
wardly from the black to pure white on the outer rim. Extending 
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lighted garments in a triangular fashion, so that the entire 
mass was balanced. Naturally, to emphasize balance, the 
center of interest is at the apex of this triangle and there- 
fore above the center of the picture or group as a whole. 
| bring this point up because it is of great importance. In 
case of a bulletin or wall display, it can be adhered to 
exactly, but in case of an illuminated sign on the building 
face or projecting from the building, the sign should be- 
come, where possible, a part of the building rather than 
a unit attached to it, so that the sign itself is the Da Vinci 
triangle and the building is the background of the ''pic- 
ture.’ Whatever the pattern or silhouette of the sign 
body must be, the color of paint or illumination should be 
so placed to form a balance with the light areas of the 
building and at the same time become the center of the 
balance or the pivet on which the imaginary angle swings. 
Many liberties can be taken in modern design and yet 
these very liberties accentuate this rule to a greater 
degree when we analyze them. , 

In music, a tone tormed by a certain number of vibra- 
tions a second is the same the world over, but in color no 
such standard exists. The difficulty of insuring accuracy 
in any color standard becomes very evident. Even arbi- 
trary names are not standardized and so do not present 
to the mind a set value as one would place the sound of a 
note of music by its name. It is evident then that each 
artist must establish his own standard with the pigments 
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around the chart, the ratio in the mixture of each color is changed 
as it approaches the other, as indicated in the table at right. It is 
well to have at least two charts exactly alike, one for the designer 
and another for the paint room, this for the sake of conformity 
between the design and the finished product. 
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of his selection. This gives not only a more comprehensive 
understanding of color, but also far more individuality to 
his work. 

The prism gives us the only true color standards and 
with these in the primary and secondary colors, we may 
vary the ratio in the mixture of each as it approaches the 
other so that a usable standard of our own is attained 
with which we can select colors in harmony by contrast. 
In the accompanying chart, these ratios are given, and 
for any color selected, its exact contrast can be found by 
putting down a ruler so that it passes through the color 
selected and the center of the chart. The other end of 
the ruler locates the contrasting color. If the pigments 
are of such purity that no chemical change is brought 
about in their mixing, as is so often the case, these ratios 
will be found to be correct. If, however, changes do occur 
in the mixing, altering the proportion slightly should give 
the balanced results. This chart is calculated as being of 
colors having 64 per cent pigment in their pure state. 

In the illustration, you will notice that it is cut circularly 
into ten sections. If we call the center zero (absolute 
black} and number each section by 10s to 100, grading 
each color from black to pure white, we have, embodied in 
this one chart, the substance of the charts illustrated ‘in 
my previous article in the November SIGNS of the Times. 
It can be used for all color combinations and compromises 
in the primary and secondary colors. It is an infallible 
guide to analogous and contrasting colors in true balance. 
For best results, this chart should be carefully made and 
always referred to just as a violinist tunes his instrument 
before each concert, leaving nothing to guess and _ its 


Among 


ROSE ANN DEHONEY, who on page 55 tells of sign-appeal for 
milady, is sign designer at Federal Electric Company's Cincinnati 
branch, where she has worked for four years. She also does free- 
lance work. She attended the Central Academy of Commercial Art 
in Cincinnati and is now taking a night course at the Art Academy 
of Cincinnati on a scholarship for fine art work. She has done 
work for agencies, and exhibited during recent National Art Week. 
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haphazard outcome. It is a good idea always to refer to 
such a chart rather than to depend entirely upon memory 
and imagination. Then there will be little error in color 
combinations. 

In making a ‘rough sketch" (and | don't mean a rough 
and tumble scribble) a professional designer would not dis- 
pense with his scale rule, although his colors may be mere 
suggestions with colored pencils. In his finished design, he 
will be just as particular to scale his colors and the inter- 
mediate hues. 

To coordinate further the perfect use of color in sign 
manutacture, the pigments used by the designer should 
match in tone as exactly as possible with those used in the 
paint department. It a duplicate of the chart such as sug- 
gested here is used in the paint room, much time will be 
saved in matching the paint for the finished sign to that 
of the design. Also, there will be no argument as to 
whether or not the customer got the colors he bought, ad- 
mitting of course that the flat color on the design will 
appear different from the glossy paint on the finished 
sign. This can be rectified in the design by shellacking, 
but then it must be taken into account that even a clear 
shellac will darken the colors somewhat. 

A design made on heavy cardboard, shellacked, cut 
out, and mounted on another card can be made to look 
exactly like the finished sign in miniature. Such careful 
exactness pays for itself even in these days of tough com- 
petition. It is a strong factor in sales and even stronger 
if it leaves nothing to the imagination of the potential 
purchaser. It is better to work all day on one ''presenta- 
tion'’ that sells than upon six ‘'sketches'' that don't. 


Auisis ... 


GLEN H. WILLIS, creator of the presentation sketches on page 5l, 
is a well-experienced designer of store fronts, fixtures, cases, theatre 


marquees, fronts, lobbies, etc. He is a graduate of the University 
of Cincinnati with a B. S. A. degree in the Applied Arts college. 
He worked in architecture for eight years before entering the sign 
field. He is now with the W. A. Barrows Porcelain Enamel Company, 
furthering the architectural usage of porcelain enamel. 
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NOW SUPPLIED ON CRESCENT DISPLAY BLANKS 
AND ART POSTER BOARD 


NEW “WHITE As SNOW” COATING 


GC Produc of 


CHICAGO CARDBOARD COMPANY 


666 Washington Bivd............Chicago, Illinois 


Dor Gale by Leadiug Vitlriibulors- Crerywhere 


EVERYTHING YOU NEED KNOW 
ABOUT SCREEN PROCESS 


aa ee Covers All Methods — On All Surfaces 
| [scnean senceaal “SCREEN PROCESS PRODUCTION," by Harry L. Hiett 


PRODUCTION | | : p : : 
SY mARRY Lmmerr Mr. Hiett has long been recognized as an authority on Screen Process and in this 
_ book he gives you an authoritative and complete text covering thoroughly the very 
latest in the art and craft of practical screen processing for the sign and display 


industry. 


A text book that should be in the library of every one interested in screen process— 
covers everything you need to know about screen process—all methods—on all sur- 
faces. Among its chapters are: The Well Equipped Plant; Accessory Production 
Equipment; Screen Plate Preparation including Photographic, Carbon-Tissue and 
Other Methods; Color Making and Mixing; Processing Twenty-Four Sheets, Decalco- 
manias, Fabrics, Metal, Glass, Wood and Other Materials; Management; Sales; 
Estimating and Patent Information. 


ee ee ee ee ee aa Oe ae aS en MF OS as Oe A Ge GD Gen Oe OS On Om eon MS Om OD On OD oy 


‘ DeLuxe Cloth Cover in burn 
YOUR ORDER BLANK ; 


orange and black, 644x9%/, 
SIGNS OF THE TIMES (Book Dept.), Cincinnati, Ohio. 


[J Enclosed find $3.00, for which send a copy of "SCREEN PROCESS PRODUCTION" postpaid. 
(Purchasers living in Ohio add 9c for Sales Tax, total $3.09.) 


[) Enclosed find $5.00, for which send “SCREEN PROCESS PRODUCTION" and enter (or extend) 
my subscription to SIGNS OF THE TIMES for one year. (Purchasers living in Ohio add 9c 
Sales Tax on book only, total $5.09.) Elsewhere in U. S. A. and Pan-American countries $5.00; 
Canada $5.30; Foreign $6.00. 


256 Pages 
44 Chapters 
110 Illustrations 


Completely Indexed and 
Priced at only $3.00 a Copy. ~ 
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INCREASE 1941 PROFITS' 


(ACTUAL 
SIZE 
TUBE) 


NONE GENUINE WITHOUT THIS SIGNATURE 


GROUNDIN JAPAN 


BLACK 
OR BACKING GOLD LEAF 


FOR STRIPING, BACKING UP, ETC 


A special. quick- 
drying, smooth- 
flowing Japan of 
unsurpassed cover: 
ing quality and 
durability. 


PROPRIETOR AND DISTRIBUTOR 


GEO. E. WATSON CO. 


CHICAGO, ILL. 


Best on the mar- 
ket for 


@ONE STROKE 
@eSOLID COV- 


5O*" 


(*Only exceptions to 


ERING 50c price are—Drop 

@ ECONOMY Black 40c—Sign 

Writers’ Black 40c 

50% more color — Vermilion 60c — 

than most other Red 60c—Aluminum 
tubes! 65c.) 
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GEO. E. WATSON CoO. ST 1-41 8 
“The Paint People’’ 
164 W. Lake St., Chicago, Il. 


Certainly, I will try King Cole Colors at 
For the... ... enclosed 
(stamps will do), send me the _ following 


tubes 
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t 
: 
£ 
# your special offer. 
| 
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a 
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| 
uC) Send me King Cole Color Card and dealer’s 
4 name. 


‘oO Send me your new catalog of sign brushes 
‘ and supplies. 


(ETS SG ont <li epee a 
SO NG TPIS EOS OSE ACESS Se en Ee oa 
MR EN eit Ge sess ys inna ss ate cs). 
8) Send without obligation your attractive 


Dealer Proposition. 
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Edward C. Donnelly, Jr., president of 
John Donnelly & Sons and newly-elected 
president of the Outdoor Advertising Asso- 
ciation of America (page 67, December 
SIGNS of the Times) was tendered a testi- 
monial dinner at the Hotel Kenmore, Bos- 
ton, by members of his company on Novem- 
ber 27. Representatives of the various labor 
groups, office staff, and members of the elec- 
tric division, the Donnelly Electric & Neon 
Company, were present. 

John Donnelly, brother of the guest of 
honor, was toastmaster of the evening. 
Among the speakers were A. B. Christie, 
associated with John Donnelly & Sons for 
almost half a century, and B. D. Donahue, 
Joseph A. Mitchell, John J. O’Carroll, A. T. 
McManmon, and John E. Donnelly, treasurer 
of the company. In presenting his brother a 
gavel, John Donnelly praised him for his 
accomplishments and for the manner in 
which he had guided the destinies of the 
company during the past thirteen years, 
since the death of their father, the late E. C. 
Donnelly. 

In accepting, Edward C. Donnelly, said in 
part, “It is what each individual does that 
makes a team great. It is what each indi- 
vidual does that has given John Donnelly & 
Sons an outstanding reputation in the out- 
door advertising industry. There are men 
here who have been associated with our 
company when my father was alive. In his 
day he conducted our business in the best 
manner of his times, and today I feel we are 
doing the best of this period. 

“To be president of the Outdoor Adver- 
tising Association of America is a real honor 
because our industry contains so many able 
and respected business men. If it were not 
for these men, the outdoor advertising in- 
dustry would not make progress. It is what 
we do, everyone of us, in perfecting opera- 
tions, in putting refinements into practice 
that enables the outdoor medium to stand 
favorably with other advertising mediums. 


Members of Donnelly Company, Boston, Tender 


Testimonial Dinner 


to E. C. Donnelly, New President of O. A. A. 


“In accepting the presidency of the asso- 
ciation, I said that there was a man who 
would have been happy to have been there— 
at the Chicago convention—who worked dili- 
gently at the business of outdoor advertis- 
ing, my father, E. C. Donnelly. In accept- 
ing, I feel as though I were accepting for 
him. I pledge you I will represent the 
Outdoor Advertising Association faithfully, 
and I renew my pledge that I will continue 
to serve you faithfully as I have in the past.” 

Concluding his remarks, Donnelly paid 
high tribute to his brother, John Donnelly, 
remarking that his “genial personality and 
thoughtful imagination” were intimately con- 
cerned with the success of John Donnelly & 
Sons. 


EDWARD C. DONNELLY, JR., for thirteen 
years president of John Donnelly & Sons, 
New England outdoor advertising plant, and 
now also president of O. A. A., was presented 
with a gavel by members of his company. 
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Outdoor Is Memory Jogger, j | 
McGehee Tells Ad Men nf 
Outdoor advertising executives and sales 

representatives, plant managers, and adver- 

tising agency men were among those pres- The AGM i RIPLE.A D UNIT--- 

ent at the December 11th meeting of The 


Advertisers Club of Cincinnati at the Hotel 
Gibson, when Francis N. McGehee, vice- 


president and general sales manager of Out- - 
door Advertising Incorporated, New York, 
told club members and numerous guests c/awre : : 
sey oe ES EVERY MINUTE! 


eA new medium for getting 
business. 


®Daytime and night action. 
°Three distinct pieces of 
copy. 


©A different color scheme on 
each copy. 


Practical for any city bulle- 
tin board. 


®Adaptable to any location 
or space. 


©Requires very little service. 


Changes copy each four sec- 


FRANCIS N. McGEHEE went to his boyhood 


town on December 11 to tell Cincinnati ad- This Sign is 35’ High—Action Panel 18’x18’ one: 
clubbers about outdoor and its attributes to Patents Pending ®(Gives advertising a real 
good advertising. ‘. 
punch. 
about “Busy Men with Bad Memories,” g : ‘ 
meaning that as a memory-jogger, outdoor HE Triple-Ad Unit has been changes automatically . . . has 
advertising stands high in the reckonings of thoroughly tested in actual out- constant attraction value. 
the research experts. door operation in Cleveland. To ; 

He also outlined the recent developments other cities throughout the coun- Is guaranteed practical, foolproof 
in outdoor, particularly during the last five try it is new. and is painted in exactly the same 
years or so, with the advent of the Traffic manner as a flat, single face sign 
Audit Bureau and later innovations. He Displays three entirely different ar halen: 
cited the political and social trends since messages four seconds each .. . 

1930 as evidence in the case for outdoor ad- 
vertising, such as the thousands of miles of Write for Illustrated Literature and Details. 


roads and some 40,000 bridges built by 
works projects for the automobile users, the B RI iF we | A N yi ri L E C A R I C S I G N S ; I N C . 
making of parks that invite more people out- ‘ . 

doors longer, and the wage-and-hour law, 750 Carnegie Ave. - - - Cleveland, Ohio 
which reduces the average work week from 
forty-eight to forty hours, giving people 
more leisure time in which to travel billions 


of miles annually and to see outdoor adver- : ; 

tising. His talk, illustrated with colored 

slides, was well received by some sixty : 

listeners. ; . ' 


Among outdoor and agency men present HES 
were Geoffrey S. Earnshaw, vice-president, FROM HOUSING HEADAC 
Outdoor Advertising Incorporated, New : ; : 
York; J. I. Magsh, O. A. I., Chicago; Frank You'll have no housing headaches when you use Housings and sign 
Uhler, National’ Outdoor Advertising Bu- insulators made by Porcelain Products. Every Housing is made of 
reau:-Chicaro--G. eee PORCELAIN—the same material that is used for insulators on high 
G 0 mi ah R Gumeiaanaien voltage transmission lines. Every Housing passes an 18,000 volt 


test to make sure it will not puncture at operating voltage. There 
Campbell-Ewald Company, Detroit; C. D. are no pockets for dirt collection and you get unparalleled drain- 


MacIntosh, manager, Central Outdoor Ad- age and cooling. @ For customer good-will and lower maintenance 
vertising Company, Cincinnati; R. E. Tur- costs, place your order for Porcelain Products Housings with your 
ner, Jr., Turner Advertising Company, Cin- nearest jobber—NOW. Also get your sign insulator booklet. 
cinnati, and James O. Lakin, James O. 

cinnati, ‘and James O. Lakin, James | | PORGELAIN PRODUCTS, INC., FINDLAY, OHIO 


cinnati. 


SIGNS of the Times 69 


FELLOW’S EXPERIENCE 
SAVE YOU MONEY 


From the very inception of fluorescent lamps, 
Acme engineers have cooperated with leading 
lamp and fixture manufacturers to develop bal- 
last units which would function for the proper 
high efficiency performance of this outstanding 
type of lighting. Acme engineers ae their 
previous experience can save you 
money by eliminating much of 
your experimental development. 
For details and prices on fluo- 
rescent ballasts write Acme. 


The ACME ELECTRIC & MFG, co. 


32 WATER ST. CUBA, N. Y. 


Acmo<ti>t lectiic 


T R A NW o h6R OM 


approved 
ELECTRODE 
SHELLS 


BEWARE AGAIN 
OF IMITATIONS! 


Every man who has a quality prod- 
uct is proud to tell what it is. 


Beware of cut price electrodes and 
loose, general descriptions of mate- 
rials used. 


Look in your supplier's catalog and 
specify types which show in their 
specifications—SVEA METAL Elec- 
trode Shells. 


SWEDISH IRON & STEEL 


CORPORATION 


17 Battery Place New York City 
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Promotional Piece Tells 


Why Poster Advertising 


A four-page circular, blue on one side, 
orange on the other, partly screen-processed, 
partly letter-press-printed, is being issued 
by Hinkson-Crawford Advertising Com- 
pany, Topeka, Kan., to clients and prospec- 
tive clients, telling them why they should 
advertise with posters in Topeka, and of 
just what services a poster campaign in- 
cludes. 

The outside of the circular is blue, proc- 
essed in silver with the one word, “Why,” 
on the front page and “No Cost” on the 
back page. On the orange double-page 
spread within is the story, illustrated with 
sketches screen-processed in three colors. 

“Mr. Advertiser!” exclaims the copy in 
part, “since there is one car for every 3.8 
persons, Topeka and its highways are yours 
for advertising opportunities. Your best 
means of flagging the endless calvacade to 
Topeka’s market is POSTER ADVERTIS- 
ING.” 

Methods in which the company helps the 
advertisers are explained—mailing of broad- 
sides containing the poster copy to all the 
advertiser's retail outlets in Topeka and sub- 
urbs, calling on the advertiser’s wholesale 
distributors in Topeka and explaining to 
them the campaign being used, addressing 
sales meetings of the advertiser’s salesmen, 
district men, and wholesale men, and show- 
ing them maps of the flow of traffic past the 
advertiser's poster-panel locations, and the 
supplying to each of the advertiser’s sales- 
men a copy of a “Wheels and Shoes” port- 
folio, detailing the campaign. 


Zimmer Donates Prizes 
for Poster Contest 


Home building and home ownership will 
be the subject of posters created by students 
of Cuyahoga county, Ohio, in the seventh 
annual Cleveland students’ poster art con- 
test, sponsored this year by the Cleveland 
Chamber of Commerce. As in the past, J. A. 
Zimmer, president of Central Outdoor Ad- 
vertising Company, Inc., Cleveland, will con- 
tribute $500 in prizes. 

The contest is held each year under direc- 
tion of Miss Lada C. Sykora of the Adver- 
tising Reference Bureau in Cleveland to en- 
courage art students to apply their talents 
to production of commercial art. An exhi- 
bition of the prize-winning and other pos- 
ters will be held at the conclusion of the 
contest, March 20-29, 1941, in the auditorium 
of The Higbee Company. Entries are re- 
ceived at Room 412, Board of Education 
building, Cleveland, and March 8 is the final 
date for designs to be submitted. 

Judges will be Hans Busch, director of art, 
Fenn college; J. W. Crosby, art director, 
Central Outdoor; Samuel A. Lewis, vice- 
president, Griswold-Eshleman Company; H. 
C. Malmquist, art director, McCann-Erick- 
son, Inc.; Glenn Shaw, head of mural de- 
partment, Cleveland School of Art; Otto F. 
Ege, head of teacher training, Cleveland 
School of Art; Miss Mildred Peters, super- 
visor of art, Euclid schools, and Miss Ger- 
trude Saastamoinen, assistant professor of 
art, Western Reserve university. 


sieiaeics 
New Transparent 


Saves You 
Money! 


NAZ-DAR announces a new triumph 
“NAZ-DAR No. 730” Transparent Base— 
remarkable in quality yet very LOW IN 
PRICE! 


Why not reduce your paint costs by add- 
ing this new transparent base to the 
regular Process Color? It may be added 
in proportions up to 50%. It does not 
change the shade or tone value of any 
color. Comes in a light neutral color con- 
taining no pigment... has a buttery con- 
sistency. 


Here are the prices: 

$0.60 per quart 

$1.65 per gallon 

$1.50 per gallon in 5-Gal. Cans 


Order today or write for name of 
nearest dealer. 


NAZ-DAR COMPANY 


4014 N. Rockwell St. ST 1-41 Chicago 


NEON-SIGN CUT OUT FUSE 


ITS THE SPRING 
CONTROLLEO GAP 
THAT DOES (T/ 


| Sth the 
; ate damaged! 


New cut-out Littelfuse is connected between 
electrodes of sign like a jumper wire. It’s 
doing a good job for others. Use letterhead 
and get FREE test sample and prices. 


LITTELFUSE IN 


THE BEST—NOW BETTER 


BULLETIN BLUE 


GROUND IN JAPAN 
Used From Coast to Coast—Made in U. S. A. by 


THE CHAS. MOSER CO., Cincinnati 
SIGN 


Get It From Your Dealer 
EQUIPMENT 


REVOLVING cain 


MOTION with full circle coverage oo sey sen 

improves the best sign. Easily installed by your own 

sign hangers. NEW PROFITS. Folder. Nationally 

Distributed by Neon Specialties Corp., L. A. Mfd. by 
F. N. EATON 

1106 S. Meridian Ave. Alhambra, Calif. 

Leos Angeles Phone: CU 3-1418 


4777 RAVENSWOOD AVE. 
CHICAGO, ILLINOIS 
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WWEATLAS Git 
\ 'CATALOGE= 
Waa SCREEN PROCESS SUPPLIES 
\ALL MODERN UP-TO-DATE METHODS 


| Send for Your Copy Today 
ATLAS SPECIALTY MFG. CO. 


33° ST. AND SHIELDS AVE CHICAGO, ILL. 
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WAY CLOSEST TO THE SUN 


Poster for TWA Is Artist’s 
First Twenty-Four-Sheet 


The latest twenty-four-sheet poster being 
used by TWA is the work of the celebrated 
artist, Gene Walther, who is with Beau- 
mont & Hohman, Inc., Kansas City, agency 
for TWA. The poster, lithographed by 
Edwards & Deutsch, is his first twenty- 
four-sheet, but not his first work for airline 
service. TWA has been a pioneer among 
the airlines in this country in using outdoor 
posting, which is now an effective part of 
the general TWA advertising campaign. 

Gene Walther was born in the French part 
of Switzerland in 1910. He studied art in 
Lausanne, Switzerland, and in Paris with 
Loupot and A. M. Cassandre. He spent 
several years in Amsterdam, where he had 
his own studio, working as a free-lance 
commercial artist and industrial designer. 
He specialized in work for steamship com- 
panies and for European airlines. He did 
work for the Fokker plane factory, repre- 
senting Douglas, Consolidated, and other 
American lines in Europe. He also did 
work for oil and gas companies and for 
continental railroads in Europe. 

He came to the United States in April, 
1939. He remained in New York a year 
studying American methods of advertising 
and industrial design. Before becoming as- 
sociated with Beaumont & Hohman in 
Kansas City, he made a two-months’ trip 
through the West by car. After a trans- 
continental air trip, he states that the Grand 
Canyon from the air was his biggest thrill. 


Artists Win Poster Honors 


Three artists who regularly design posters 
for Outdoor Advertising Incorporated sub- 
mitted posters in the recent “Stop Hitler 
Now” poster contest, sponsored by the wom- 
en’s division of the Committee to Defend 
America by Aiding the Allies. First prize 
went to Arthur Hawkins, Jr., whose design 
won him $250. Two national honorable men- 
tions went to the other two artists, Carl A. 
Paulson and George Baumgartner. Six hun- 
dred professionel and amateur artists sub- 
mitted designs in the nation-wide contest. 


Designs Among the Chosen 


Two twenty -four-sheets prepared for 
clients by MacManus, John & Adams, Inc., 
Detroit, have been selected for inclusion 
among the “hundred best posters” of 1940 
(pages 51, 52, December SIGNS of the 
Times), according to announcement by the 
agency. One design was for Pontiac, “Pon- 
tiac’s 1941 Torpedo Fleet Is In!” and the 
other for Altes Brewing Company, “Cool Off 
Brother!” Art work on the Pontiac poster 
was by Bradshaw Crandall, and that on the 
Altes poster was by Stevens Gross Studios. 


SIGNS of the Times 


a 
eee eee _—_— rrr Eee 


In addition to exercising a certain amount of seasonal festivity, this 
young enthusiast is peeling forth a few extra toots for the LITEUP 
PROCESS COLORS his shop has voted to use in 194]. ... . 


The way he feels now, anything short of a million dollars worth of 
business a month would be a reflection on his verging genius. Hun- 
dreds of customers are flocking to his Shop to have Signs made, 


and the way his Displays sell merchandise simply mows ‘em down! 


Here’s hoping our friend retains his spontaneity when the New Year 
dawns; but in any event, LITEUP will stand by him. Whether he 
screens on Fabric, Cardboard, Glass or Celluloid, this leading line 
assures him of Process perfection. 


Get in the groove with new OPAQUE and 7500 GLOSS—Capture that 
“something different’ with LITEUP COLORS, and screen the jobs 
coming in for the greatest array of raves! 


LITEUP 


REG. U.S. PAT. OFF. 


CHICAGO BRONZE AND COLOR WKS. 


BROWN-LINDSAY DIVISION 


845 Larrabee St. 


Chicago 


SIGN UP MORE ’41 BUSINESS with 
COLUMBUS SIGN OIL CLOTH 


Resolve, for the New Year, to cut your costs with 
Columbus Sign Oil Cloth. Available in special 
ready-made color backgrounds, it 
enables you to turn out better-quality 
signs in less time, permits handling 
extra business. Takes lettering clean, 
sharp, fast. Won't fade or wrin- 
kle. Extra durable; weather- 
proof. Write Dept. S-11 today for 
free sample book. 


FREE 


SAMPLE BOOK 


11 READY-MADE 
COLOR BACKGROUNDS 


ms is COLUMBUS COATED FABRICS CORPORATION 
Soo 


COLUMBUS, OHIO 
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“We Recommend 


TAYLOR DISPLAY THERMOMETERS” 


Writes Mr. Kulp, of Kulp Drug Co., 
Minneapolis, Minn. 


» ‘We are well satisfied with our Taylor Dis- 
play Thermometer and believe that it is a good 
investment as a practical advertising medium. It 
attracts considerable attention at all times of 
the day and night, and we would not hesitate to 
recommend these Taylor Display Thermometers 
toanyoneinterested in avaluabletraffiestopper.”’ 


The enthusiasm of store owners like Mr. Kulp 
is a sign of sure profits for you. Take the word 
of users: the Taylor Display Thermometer is an 
ideal advertising medium. Available in a wide 
range of models for both day and night display 
—from 26 inches over-all to six feet. Discounts 
to recognized display concerns. Write for illus- 
trated folder. Taylor Instrument Companies, 
ST-141, Rochester, New York. 


TAYLOR DISPLAY THERMOMETERS 


It's 1941! 


Be Progressive--Get Into Flocking 


with CLAREMONT FLOCKS! 


@lf you haven't as yet gotten into Flocking, it’s 
something to seriously consider for 1941. The 
ease with which Flocking is done, the utterly 
different appearance it gives, the many ave- 
nues it opens for more business and greater 
profits, can aid materially in your progress 
during the new year. 


Get some Genuine CLAREMONT FLOCKS today 
and begin making some Real Profits! Your 
Dealer Can Supply You. 


CLAREMONT 


WASTE MFG. COMPANY 
CLAREMONT, N. H. 


“The Country’s Leading Manufacturers” 
of COTTON, WOOL, and RAYON FLOCKS 


———— 
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Color Card 
and 
Samples 
Sent Upon 
Request 


BEST WISHES 


fo 
FLOCKS of 


r 
HAPPINESS 


cai PROSPERITY 


Throughou 


+ 1941 
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Strong Display Identifies 
Ned’s New Auto Store 


A novel solution of administrative prob- 
lems encountered in small department stores 
and retail establishments of many other 
types has been evolved by Ned’s Auto Supply 
Company in a new unit at Mt. Clemens, 
Mich. This organization, which operates 
seven “department stores for motorists” 
throughout the Detroit area, has captured 
the secret of one-man supervision in a mod- 
ern structure where selling is on four differ- 
ent levels. 

The Austin Company, designers and build- 
ers, handled the project which represents 
an investment of more than $200,000. Be- 
hind the structure’s streamlined facade 
where limestone, buff face brick, and glass 
have been combined in an interesting pano- 
rama of curves and angles, 120,000 square 
feet of floor space has been provided. This 
includes the lofty four-level department 
store section, a spacious automotive service 
department, and an adjacent store, which is 
occupied by an A & P super-market. 

The identity of the modern structure is 
strongly featured by an attractive electrical 
advertising display that conforms in design 
and construction with the type of building 
it identifies. The display is, in fact, the 
most outstanding thing visible against the 
background provided by the front of the 
building. It is a dominant and easy-to-see 
installation, made by Walker & Co., Detroit, 
who produced and erected all the luminous- 
tubing signs for the building. The display 
is right above the main entrance to the build- 
ing, and is a sales unit as well as an iden- 
tifying sign, containing, as it does, panels 
of changeable-letter copy. 

“In addition to our large ‘Ned’s sign,” re- 
ports Robert W. Loucks of Ned’s Auto 


Supply Company to SIGNS of the Times, 
“we had constructed a large General Elec- 


IDENTITY of the modern structure is strong- 
ly featured by this display, the most outstand- 
ing thing visible against the building’s front. 
It is right above the main entrance to the 
building. To the right of the display is an- 
other, a large G. E. appliance sign. 
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tric appliance sign, which is directly to the 
right of our present identification display.” * e 
The store is lighted entirely by ceiling 


units of fluorescent tubular lamps, which 
are arranged in a series of rectangles, one 
outside another, with skylights in the center. 
The skylights are also equipped with fluores- 
cent lighting for evening illumination. Col- 
umns that support the balcony and roof are 
spaced 35 feet apart, and are capped by 
simple modern capitals. The rich brown 
walnut of the balcony where polished wood 
handrails are supported by aluminum up- 
rights, and the warm gray veneer employed 
in store fixtures, provide effective contrast 
with the ivory walls and columns. 

The entire service area is also equipped 
with fluorescent lighting units, a minimum 
lighting intensity of 25 foot-candles being 
provided in these departments and 60 foot- 
candles in the store. Standard porcelain- 
enameled reflectors have been used in the 
service area and multiple-tube units in the 
store. 


P. E. I. ro Years Old 


The board of trustees of the Porcelain 
Enamel Institute met in Pittsburgh on De- 
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comes Gicexactle ten years after the cee Finished in porcelain enamelled A pioneer in manufacturing raised 
ing of the organization. A review of work | metal, Kolux letters are unusually glass letters, Kolux still offers a 
done revealed that during the ten years, the ; PSB : j ‘ 

aniiinieitdeta tall "hoe ae one-half | attractive and can be easily installed superior product in this field. For 
million copies of publications dealing with | on store fronts, sign faces, trucks, all around day and night legibility, 
the manufacture and sale of porcelain-enam- 

eled products. Twenty different booklets | Walls and metal frames. These 16 free from glare, Kolux letters are 
were issued, one of these of especial interest | ga, metal letters are available in unequalled. Stencilled sign faces 


being “How to Increase Your Sales,” a hand- : i re . 
book of selling helps. sizes from 6 to 24 high in any for these letters can also be fur- 

During that time, the institute has also 
held five annual forums for shop men, has 
conducted and published studies covering | = Ko 


standard tests of enamels, and has estab- Cc 1 1; fh ; een 
lished specifications for architectural parts. onipiete line of housings and cable sup- 


R. A. Weaver, Ferro Enamel Corporation, ports. The KOLUX DOUBLE HOUSING 
headed the institute in 1931, and R. W. : tN : 
Staud, sales prosi@non aaausecrs Sina shown at the right is ideal for PARALLEL 


Electric Company, was president from 1932 | TUBE FLUORESCENT LIGHTING IN- 
to 1935. R. B. Calton, production manager, 


Tennessee Enamel Manufacturing Company, STALLATIONS. 

led the organization from 1935 to 1937, and 

F. E. Hodek, Jr., secretary, General Porce- | — (ong aaoeme 
lain Enamel and Manufacturing Company, 
was president in 1938 and 1939. 

P. M. McBride, president, Porcelain Metals 
Corporation, Louisville, now heads the in- 
stitute. Associated with him are R. R. 
Danielson of Metal and Thermit Corpora- 
tion, who is vice-president; William Hogen- 
son, president, Chicago Vitreous Enamel 
Products Company, who is treasurer, and 
Charles S. Pearce, managing director at the 
institute's headquarters, 612 North Michigan 
avenue, Chicago. 

At the meeting, the trustees authorized the 


desired color. nished if needed. 


Write today for literature and quotations. 


BENDER || Foor 


establishment of an engineering service to aaa (Ad No. 455 Angle Iron Combination PRESSES 
lend technical aid to the development of new Lie <a 

products. th NOTCHER @ Ideal for numerous 
Let maeeete punching and form- 
ing light production 
: : =\\ E eperations and all 
Form Inter-Association Body Biaw CAPACITY kinds of jobbing work. 
e \\ = . <2 ae Easy to operate. Will 
Representatives of the Outdoor Advertis- 1 f2 &, Bf ANGLE IRON hing. dc teat 
in Association of America, the American IN 2 Pip, dies designed and 
Highway Sign Association, and the National Ae awalS pean ye a os i 
Sign Association, who met in Chicago on 7 SUS i), % ga. iron, 100 holes 
December 4, decided to form a committee to per minute or better. 


be known as the “outdoor advertising and 
sign industries conference committee,” to 
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RELIANCE ELECTRIC 
TIME SWITCHES 


. .. are simple, compact, economi- 
cal in operation and are known for 
their dependable service on every 
sign where they are installed. 


Write on your letterhead 
for literature and discounts. 


RELIANCE AUTOMATIC 
LIGHTING COMPANY 


1930 Mead St. Racine, Wis. 


Jack Frost quickly etches an at- 
tractive, satin-smooth surface per- 
manently on any kind of sign 
glass or luminous tubing. You'll 
find it amazingly economical: 
comes in liquid form; does not de- 
teriorate. Results are always cer- 
tain because Jack Frost is always 
chemically uniform. Learn all 
about this easy-to-use frosting com- 
pound. Write today. 


Distributed by 


B. F. DRAKENFELD & CO., INC. 
Write Dept. K, 45-47 Park Place 
New York, N. Y. 
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work in conjunction in opposing any pro- 
posed legislation detrimental to the outdoor 
advertising and sign industries. 

J. B. Stewart, who was selected as chair- 
man of the conference committee, is chair- 
man of the legislative committee for O. A. A. 
and secretary of that organization. Plans 
are being made to hold a meeting in New 
York City in January, at which public rela- 
tions matters affecting these industries will 
be discussed and a program of future action 
will be formulated. 


Stuart Goes to United 


H. Malcolm Stuart, recently with J. Stir- 
ling Getchell, Inc., Detroit, has been ap- 
pointed national representative of United 
Advertising Corporation, according to an 


H. MALCOLM STUART becomes national 
representative of United Advertising Corpora- 
tion and affiliates, beginning with the new 
year. 


announcement by Leonard Dreyfuss, presi- 
dent. Stuart joins United on January 1 and 
will make his headquarters in the New York 
office at 60 East Forty-second street. 

He has had long association with outdoor 
advertising as director of the outdoor de- 
partment of Campbell-Ewald Company, De- 
troit, and later as sales manager for Stand- 
ish Barnes Company, Providence, R. I. With 
United, he will also act as national repre- 
sentative for all affiliated companies — 
Lehigh Advertising Company, American Out- 
door Advertising. Service, and Federal Ad- 
vertising Corporation, serving national ad- 
vertisers in New Jersey, Connecticut, Penn- 
sylvania, and Maine. 


SIGN WEEK 


is coming, March 10 to 15, the whole 
industry’s annual opportunity, spon- 
sored solely by SIGNS of the Times, to 
promote the sale and use of more and 
better advertising signs and displays. 
Don’t neglect your opportunity, no mat- 
ter wherever you are. You can profit 
from SIGN WEEK by merely partici- 
pating in it—by blowing your own 
horn, strutting your own stuff, telling 
the world to “Tell the World with 
Signs!” 


a 


219 North Morgan Street 


194] SPECIAL 
JANUARY ONLY! 


These are your New Year Specials. 
PRICES ARE BOUND TO GO UP. 
BUY NOW and save money. 


New Neon Equipment 


@5 Burner Double Crossfire with adj. 


bases, and burners......... $12.45 
eTipping TORCH .......... $ 5.50 
eSplicing TORCH .......... $ 6.50 


@eRIBBON BURNER—16” Adjustable 


— with new improved  Econo- 

RRL... cuiviids webloceeic udsbabien $26.50 
@eVACUUM TESTERS ..... $ 5.75 
eBURNER TIPS 

ee te A ee es. 45 

MS) BG eee ad: 4 es. 45 
81 E. Fish-Tail, each....... 95 

28 E. Fish-Tail, each....... 85 


e@One Man NEON PLANT $149.00 


Send for our 1941 Free Catalog on 
MATERIAL, MACHINERY, EQUIPMENT 


ALL EQUIPMENT GUARANTEED 
“THE PLACE OF QUALITY AND ECONOMY” 


HAYDU BROTHERS 


PLAINFIELD - - NEW JERSEY 


NEON 


TUBING 


NEW POWER COLORS 


Made To Your Pattern 
Union Made 


STOCK LETTERS 


ACCESSORIES & TRANSFORMERS 


No Packing Charges 


NEON SIGN MFG. CO. 


2120 Broadway 
Kansas City, Mo. 


1006 West 7th St. 
Little Rock, Ark. 


MERKLE-KORFF GEAR CO. 


Chicago, Ill. 
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Poster in Ohio Campaign 


Outdoor advertising plant operators in 
Ohio will cooperate again this spring with 
the Ohio Traffic Safety Council and the 
Ohio Department of Highways in display- 
ing a safety poster. The poster will appeal 
to motorists that they “do not cross yellow 
line” on the highway when it is in their 
lane. It was lithographed by Continental 
Lithograph Corporation, Cleveland, and 
some 700 of them will be used in the spring 
after the center lines will have been freshly 
painted following the winter season. 

Last summer, the Ohio Traffic Council, in 
cooperation with the Ohio Department of 
Highways, planned a campaign, and upon 
solicitation of the Outdoor Advertising As- 
sociation of Ohio, space for more than 500 
posters was donated. 

“In addition to the member companies of 
the outdoor advertising association, several 
other companies also offered space,” reports 
Charles A. Wendorf, director of safety of 
the state’s division of traffic and safety, “the 
total number of posters used was 546. We 
used a poster titled ‘Only Fools Drive 
Recklessly.’ ” 


Agency Group Grows 


The Agency Outdoor Group, composed of 
men who handle outdoor campaigns in agen- 
cies located in New York City and the East, 
has added fifteen new agency members to 
its roster since its inception in March, 1940, 
according to R. C. Grahl, McCann-Erickson, 
Inc., New York, chairman of the group. 

The group meets at an informal luncheon 
each month for the purpose of establishing 
a better understanding of outdoor trends 
and to discuss the various uses of outdoor, 
transportation advertising, etc. Plant oper- 
ators meet frequently with the group to dis- 
cuss new merchandising material or sur- 
veys. In this way they can cover compre- 
hensive questions, both paint and posting, 
in open discussion with those who are re- 
sponsible for the purchase of outdoor space. 

The group, through Chairman Grahl, ex- 
tends an invitation to all agency men inter- 
ested in outdoor to attend these monthly 
luncheon meetings. The next meeting will 
be on January 9, Grahl says. 


Blotters for Promotion 


The Packer Corporation and the Central 
Outdoor Advertising Company have issued 
attractive, celluloid-faced blotters in red, 
white, and blue stripes, bearing the copy: 
“Packer — Central; The Most Progressive 
Names in Outdoor Advertising.’ Three 
blotters are attached to the celluloid face 
with an ornamental, cream-colored clasp. 
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Hansen Vest-Kit. Packed 1,000 
staples per Kit, 5 Kits per box 
of 5,000 staples. 


EFFICIENCY 


DISPLAY MEN 


on 
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- 
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- 
- 
- 


- 
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F VERY well-equipped display and sign man 
should have this efficient combination— 
Hansen one-hand Tacker and Vest-Kit — for 


speeding up display and sign work. 


them to the job! 


Take 


Tacker is kept going with a ready, steady supply of 
staples from the Vest-Kit—near as the vest pocket. 
Kit is of special design for quick, easy removal of 
staples. Saves time—steps—prevents delays. 


This Tacker-and-Kit combination is "a handful of 


efficiency’. 


Ye «=6SEND YOUR ORDER. 


A.L. HANSEN MFG. CO. 


5039 Ravenswood Avenue 


There is a HYDE ELECTRODE 


for every purpose 


HYDE leadership in the Electrode field is based on 15 years of 
laboratory testing and experience. HYDE Electrodes are avail- 
able in all sizes--in Copper, Armco and Svea, either coated 
or uncoated. Here are some of the reasons why HYDE Elec- 
trodes are now being used constantly by the largest sign 
operators in the country. 


@Highest quality and constant uniformity. 

e@Manufactured under strict laboratory checking at all times. 

@Manufactured under original Hyde Patent No. 1,860,419. 

e@Largest and most complete line of electrodes in the United 
States. 


Feel free to ask our Engineer- 


WRITE ing Department for sound ad- DISTRIBUTORS 
FOR CATALOG vice concerning the use of —ASK FOR 
PAGES COV- electrodes in modern Fluo- 
ERING THIS rescent installations. Sample OUR SPECIAL 
as a electrodes available on _ re- PROPOSITION 


quest, 


WeELep 


NEON SPECIALTY 


CHICAGO, ILL 


USE THIS NEW 
SHORT ‘W” 


Electrede 


NO LEAD-IN WIRES 
CLIP DIRECTLY TO CABLE! 


Two years of research and testing, 
in a search for the ‘‘ultimate,'’ now 
brings you our new Series‘*M’’ line 
of metal-to-glass seal electrodes 
featuring: 


_—' >—s 


LESS DARK SPACE 


NO LEAD-IN WIRES 


EASILY CONNECTED 


samples shipped on request 


YCORPORATION 


1140-42 VENICE BLVD. W LOS ANGELES. CALIF. 


15 


Enables you to do accurate work quicker. 
Cuts time, labor and material costs. 
Simply, easily and quickly operated. 
Substantially built, will last a lifetime. 
Thousands in use throughout the world. 


Increases sales capacity and profits. 


> > > > Ot OF 


Sold on 10 Day Free Trial, Money-back 
guarantee—at your Supply Dealer or Direct 


The BRISCHOGRAPH Co. 


Now in our 14th year 
26 W. Weisheimer Road, Columbus, Ohio 


Canadian Distributor: 
J. G. Fraser, Ltd., Vancouver and Winnipeg 


Save with DOUBLE CIRCUIT Transformers 


ONE Transformer Does the Work of TWO 


One DOUBLE CIRCUIT Transformer operates TWICE the footage 
of any standard transformer of equal voltage and m. a. 
you reduce transformer costs—save 25 to 50% on installation 
costs—save service doors, brackets, wiring—sign weight is re- 
duced—tube brilliance is 10% greater. 


Patented 


NATIONAL TRANSFORMER CORP. 


Dept. 1-W, 224-232 21st Ave., Paterson, N.J. 


W. A. BARROWS PORCELAIN ENAMEL CO. 


9209 Langdon Road & Penn. R. R. e 


in Porcelain and Stainless Steel 
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National DOUBLE CIRCUIT Transformers. 


NATIONAL 


> {DOUBLE circuit |_4 


and prices. 


3/10 Model... Junior Model 
@JUNIOR BRISCHOGRAPH covers 4’ x 4” 


copy and will enlarge to 


(nt $ 10 


e@STANDARD 3/10 MODEL covers 7x7” 
copy and will enlarge up to 


billboard size... ..<».<.s tiene eee $ 25 


@SPECIAL 3/10 HAS THREE LENS opti- 
cal system. All brass mounting. Rack and 


pinion action. $ 50 
Perfect definition 


@ DELUXE MODEL COVERS 12” x12". Three 
lens system. Brass mounting in $100 
aluminum casting. Spiral action... 


All Models come complete ready to use. 
Send for Circular showing Complete 
Line and Accessories. 


LUMINOUS 


wee TRANSFORMERS 


Cincinnati, Ohio 


with Porcelain 
( inlay in color ) 


Thus, 


Ask your distributor for 
Write us for details 


Seventy and Still At It 


Seventy years old, and can still make as 
good a cut-in job as you'd want. 

W. C. Coolidge, 70 years old, has been in 
the sign business fifty years, has operated 
his Coolidge Sign Service in Fort Myers, 
Fla., for twenty years, and is on the job with 
his brushes full time every day—and some- 
times at night, because he has a very good 
business. 

Aside from all that, he is of old New Eng- 
land stock and a true rugged individualist. 
He was related to the late President Cool- 
idge, his grandfather having been first cousin 
to the father of the president. 

He lived in Iowa before he went to Flor- 
ida. He worked for fifteen years with the 
Bilz Sign Company in Des Moines, and was 
later with Leon Shaffner in Fort Dodge. 


Art of Camouflage Is Now 
Science, Colorist Says 


Latest contributions of science to the art 
of military camouflage were outlined in 
Chicago late in November by Dr. I. A. Balin- 
kin, University of Cincinnati expert on color, 
in an illustrated address before the Asso- 
ciation for Color Research. His subject was 
“Color from A, B, C to X, Y, Z,” and his 
discussion of camouflage practices was illus- 
trated with demonstrations with small-scale 
guns, planes, boats, and other military 
equipment. 

Four fundamental methods used in camou- 
flage were outlined by Dr. Balinkin: 

1. Color resemblance, in which objects are 


THE SLOGAN 


for SIGN WEEK, March 10-15, the in- 
dustry’s opportunity to promote the sale 
and use of more and better advertising 
signs and displays, will be “Tell the 
World with Signs.” Use it in all your 
SIGN WEEK promotion — signs, dis- 
plays, trucks, advertisements, letters, 
blotters, mailing pieces. It costs noth- 


ing; it’s worth much. Tell the world 
to “Tell the World with Signs!” 
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painted in the same color and pattern as 
their local environment. 

2. Obliterative shading, in which the nat- 
ural light and shade of objects are counter- 
shaded so as to make them appear more uni- 
form in color. 

3. Disruptive coloration, which destroys 
the visual contour and shape of an object 
and makes recognition of it difficult. 

4. Shadow elimination, which removes the 
possibility of making the shadow normally 
cast by an object helpful in revealing the 
object itself. 

“The art and science of camouflage,” he 
said, “has three main objectives—to con- 
ceal, to attract, and to disguise. To make 
camouflage effective, it is necessary to make 
use of the scientific knowledge of light, color, 
and vision.” 

Today, he said, it is proper to speak of 
the science rather than the art of camou- 
flage, with physics, chemistry, physiology, 
and psychology providing the required in- 


formation. He reminded his audience that 
nature had_ effectively protected many 
furred and feathered creatures through 


clever camouflage. 


New Erection Truck Can 


Handle Various Jobs 


Wausau Neon Tube Company of Wausau, 
Wis., has a new sign erection truck equipped 
with a hoisting rig of the company’s own 
design and construction, with which signs 
can be lifted as high as 35 feet, taken down. 
and highway bulletins moved short distances 
without dismantling them. The body, der- 
rick, and frame (see picture) were specially 
designed. 

The truck is a Dodge, equipped with the 
derrick arrangement. The derrick boom is 
made up of two double-strength pipes, one 4 
inches in diameter and the other 3 inches. 
These telescope together for convenience in 
carrying. The rig will handle a weight of 
about 1,000 pounds and can be extended 35 
feet in the air. 

The boom is raised by means of a hand 
winch and is then guyed into position, leav- 
ing the winch, cable, and hook free for han- 
dling the sign. The operation requires about 


WAUSAU Neon Tube Company’s neat erec- 
tion truck is equipped with a 35-foot tele- 
scoping boom, which is raised with a hand 
‘winch and guyed in position. 
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CAL-LUX <2 ELECTRODES 


have flashed up new standards! Sensational operating 


records show all-time highs in continuous, service-free oper- 
ation at top efficiency. Leading shops everywhere have 


switched to Cal-lux Rigid Electrodes for all neon and flu- 
orescent sign requirements. 

Look at the Chart. Then study these great Cal-lux fea 
tures. Here's the amazing story of Cal-lux’ superiority over 
all noteworthy competition. Here’s the PROOF of extra sav. 
ings—greater profits—for YOU. 


UNDENIABLE SUPERIORITY! 


In actual comparative tests, 
Cal-lux Rigid Electrodes 
PROVED their longer life, 
greater efficiency-PROVED 
their amazing superiority 
over all noteworthy com- 
petition. 

SEE FOR YOURSELF! You be the judge. Send 
TODAY for your FREE Cal-lux display, equipped 
with 10 mm to 18 mm sizes. See at first hand the 
Cal-lux achievements that mean new savings, 
greater profits in every sign job. Your own tests 
will prove—you can’t match Cal-lux for all-around 
service, efficiency, economy. Also ask for Bulletin 
F 22. Be sure to WRITE TODAY 


SIGN SUPPLY JOBBERS: Investigate! Several 


profitable territories still open. 


CALLITE TUNGSTEN 


CORPORATION | 
541 39th ST. - UNION CITY, N. J. © cable address: “CALLITES” 


A CALLUX ELECTRODES 
8B COMPETITIVE ELECTRODES 


Get Your NEON SUPPLIES 
The ACME Way! 


OVER-NIGHT SERVICE to most points in the 
Middle West is possible because of the five con- 
venient ACME locations where large, complete 
stocks are always on hand. 


In addition, ACME offers Quality materials, all 
Fully Guaranteed! 


SPECIAL 


SHEET METAL 
SCREWS! 


i a ie > A s 3gx6 ...$ 1.30 per 1,000 
So, all in all, you will find it convenient, desirable r $12.00 per 10,000 
and economical to get your 14x7 ...$ 1.35 per 1,000 


$12.50 per 10,000 


CADMIUM PLATED 
BINDING HEAD 


Neon Supplies the ACME 
WAY! 


ACME NEON 


ACCESSORY CO. 


DETROIT, MICH. 
Grand Rapids St. Louis 
Des Moines Omaha 


SEND FOR 1941 CATALOG 


ORDER FROM EITHER ... 


@446 E. Milwaukee, Detroit, Mich. 


@1106 Grandville, S. W., Grand 
Rapids, Mich. ; 

@ 2629 Locust St., St. Louis, Mo. 

@612 E. Grand Ave., Des Moines, 
Iowa 

@2866 Farnam St., Omaha, Neb. 
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QUALITY 
FLUORESCENT CHEMICALS 


If superior performance, 
good-will and satisfaction in a job well done 
mean anything to you, you'll use LUMI-TONE 
Fluorescent Chemicals—for LUMI-TONE Chem- 
icals assure you of these things inferior chem- 


lasting customer 


icals can never give you. Order LUMI-TONE 
Quality Fluorescent Chemicals! 


Are you receiv- 
ing LUMI-TONE 
TOPICS? If not, 
write us. 


Any color you’d 
like to try? 
Write for free 
sample! 


ef 
LUMINESCENT 


CORPORATION 


The Best Neon Tubing 


is produced only on 
The Best Neon Equipment 


KAHLE NEON OUTFITS 


are producing Fluorescent and Standard Lumi- 
nous Tubing of the highest quality at lowest 
cost, earning profits, building customer satis- 
faction. 


KAHLE NEON OUTFITS 


are dependable, accurate, sturdy, low in price, 
low in upkeep. 


You can buy one on easy terms. 


The Kahle Standard Integral Neon Outfit 
can start producing your Neon tubing in- 
side of one hour after you get it. It costs 
only $374.00 complete. 


The Kahle Standard Neon Outfit gives you 
a modern high grade shop for only $299.00 
complete. Both of these outfits produce 
finest quality tubing. Other outfits at lower 
and higher prices. 


Easy to Operate--Easy to Learn 


ENGINEERING CORPORATION 


1307 SEVENTH ST., NORTH BERGEN, N. J. 
(formerly called 941 De Mott St.) 
Telephone PAlisade 6-6710 
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five minutes. The angle-iron framework on 


the truck, besides being used for carrying 
the boom, is used to support signs being 
transported from the: shop to their destina- 
tions. 


Ceramic Display Stand 
Provides Unique Unit 


“First come, first served,” General Electric 
told retailers of its exposure meters, in 
offering them the “newest thing” in display 
stands, and its supply of 2,000 of them was 
forthwith distributed. The stands, designed 
by Kolograph Corporation, Los Angeles, and 
sold by the Morrison Display Company of 
Rochester, N. Y., were made of ceramic 
material, with embossed lettering in two col- 
ors and with a “sure-stick” adhesive on the 
base so it will adhere to any smooth surface. 

The stand is unique, being formed of a 
special tile-like composition, very similar to 
plaster of Paris, but much harder and, as a 
consequence, making it possible to hold fine 
detail in very sharp lettering. It is pure 
white and the lettering is in two colors, 
black and red. The base contains a strip 
of rubber adhesive so the piece will stand 
firmly when it contains a meter. The meter 
sets in a molded recess, made so that the 
meter fits perfectly, no other attachment 
being necessary. 

The unit is compact, dignified, and sturdy, 
and makes an attractive product-display 
piece in any window. It is 6 inches long, 
24% inches deep and only 1% inches in 
height. 


Booklet Is Sales Piece 


“New Third Dimensional Treatment for 
Your Displays” is an illustrative booklet be- 
ing made available to advertising and sales 
executives by Kay Displays, Inc., New York, 
makers of distinctive displays produced by 
screen process and other methods. 

The booklet illustrates how, through third- 
dimensional accents created in “Kaycarved” 
molded wood, the displays so produced in 
quantities of 1,000 or more bring dramatic 
delineation to the advertiser’s sales message 
or trade-mark, particularly when the molded 
wood is used in combination with such ma- 
terials as plywood, metal, glass, or card- 
board. Pictured in the booklet are several 
displays produced for Liebmann Breweries, 
Inc., and Hiram Walker, Inc., two of the 
numerous well known accounts on the Kay 
list. 


|[EPAGE'S 


GLUE 


IS THE 


STANDARD BASE 


for 


LIGHT-SENSITIVE 
SCREEN PROCESS 


WRITE FOR 


FREE SAMPLE! 
LE PAGE’S, INC. 


Gloucester, Mass. 


Also Makers of LePage’s Glue, 
LePage’s Photo-Paste and Gripspreader 
Mucilage 


ea: 
<3 RSS We A PERSONA 
AMES METAL MOULDING CO., Inc. 


225-229 EAST 144TH STREET, NEW YORK CITY 


ASK FOR OUR CATALOGUE 


Chrome and any other commercial metal— 
Snap-On, Stainless Steel, Edgings and Nosings 


—Display Frames 


WE ARE DIRECT MANUFACTURERS 


MADE 3 
NEON TUBE MAKING UNIT 

CHARLES EISLER’S record of over 20 years of 
dependable neon sign makers equipment—every- 
thing from A to Z. 
Complete line of torches, burners of all kinds, 
pumps, blowers, boosters and regulators, spot 
welders, butt welders and A.C. arc welders, 
special transformers. 


EISLER ENGINEERING COMPANY 


CHAS. EISLER, Pres. 
748 So. 13th Street (near Avon Ave.), Newark, N. J. 
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Questions 
Answers 


Cracked Windows Caused by Paint. 


About two months ago I painted panels on two 
windows, using silver leaf and a japan black back- 
ground. The panels extend 30 inches from the base 
and are the full width of the window. 

Before doing the job I warned the prospect that 
strong sunlight might cause the glass to crack, but 
he was willing to take a chance. However, to play 
safe, I allowed a margin of % inch at the ends of 
each panel. Now the window that faces west has 
cracked from end to end. 


Would you suggest a little oil in the color? I 
understand that other dark colors, such as blue 


and green, when used in painting panels on win- 


dows, will not cause the glass to crack. Is that 
corerct? What is the best procedure in this case? 
—H. L. M. 


A painted window panel, as large as you 
describe, should have more than '%-inch 
margin, possibly 2 inches, but even then the 
glass might crack if the window pane is 
tightly fitted and has no room for expansion 
when it absorbs the heat of the sun. When 
such panels are painted, the sign firm should 
obtain a written and signed release from the 
buyer, relieving it from responsibility in 
event the window does crack. 

Certain windows are so placed that either 
direct or indirect rays from the sun generate 
considerable heat in the glass, whether they 
have painted panels on them or not. When 
painted panels are placed on such windows, 
the glass absorbs more heat and causes 
greater expansion of the glass. 

There is more flexibility in oil colors than 
in japan colors, which would cause less 
strain on the glass during expansion, but all 
opaque colors prevent sun rays from passing 
through the glass in varying degrees. Trans- 
lucent colors would cause less strain. 

In doubtful cases, some other form of dis- 
play should be used, such as a panel set or 
hung inside the window, which cduld be 
made of a hard, rigid wall board, or a 
bronze screen on a frame having cut-out 
letters mounted on the face. The panel 
should be installed so it can be readily re- 
moved for washing the window and cleaning 
the sign. 


Lettering Many Trucks. 


I have a number of trucks to letter and I should 
like to know if it would be possible to screen- 
process them. The lettering is to be on the doors, 
and as the surface is rounded both ways, I am 
wondering if it would be possible to squeegee on 
such a surface. What kind of paint should I use 
so it will stand up?—B. S. C. 


We suggest that you investigate the ad- 
vantages of sprayed lettering, accomplished 
through the use of paper masks, as described 
in the following articles that have appeared 
in SIGNS of the Times: Page 54, July, 1940; 
page 22, September, 1940; page 37, Novem- 
ber, 1940, and page 54, December, 1940 . 

Copy can be screen-processed on truck 
surfaces that are comparatively level and a 
specially built frame could be used on curved 
surfaces by using a metal screen. In your 
case it appears that sprayed lettering would 
be the most expedient. 


Paint for Smalt Signs. 


Will you please send me directions, including a 
paint formula, for applying glass or sand smalt to 
wood or metal signs.—M. V. 


The best paint for smalt signs is made 


SIGNS of the Times 


Sign Men, Display Men, Decorators 


Save Time and Money with a 


Special to Readers of 
“Signs of the Times” 


(Offer expires January 31, 1941. 
Good only in U. S. A.) 


One Model $12 tacker and 5,000 staples 


Regular Value— $8.00... .$5.85 


Each tacker serially numbered and abso- 
lutely guaranteed. 


Your money back if you are not satisfied. 


‘STAR tuomatiel) AGKER- 


HIS light, handy, little tool, tacks signs, 

show cards, displays, cloth, paper, 
even thin metal in a jiffy. 
operates it. 
and with the other, drive twinpoint staple 
tacks just where you want them—as fast 
as you can squeeze the handle. 


One hand 
Hold the work with one hand 


With Star Tackers you can tack where 
you can’t swing a hammer. You can tack 
at arm’s length and within 1/16” of an 
edge. 


Twinpoint staple tacks are neater than 
tacks or thumbtacks. 
clinch and hold firmly and the crown has 
a springy tension that holds fragile mate- 
rials without tearing. 


The staple legs 


Weighs only 29 ounces—Fits the hand 
perfectly. 


Send for Circular of our Complete Line of Staplers and Tackers 


STAR PAPER FASTENER CoO., Norwalk, Connecticut 


How to be an 


Industrial Designer 


Here at last is a complete, practical manual of the 
growing new profession of industrial design. 
importance of industrial design in business, answers your 
questions as to skills and training required, remuneration, 
how to break into the field, etc., and gives a full treatment 
of technique for those who wish to become industrial de- 
Step-by-step instructions are given for the com- 
from preliminary 
including fun- 
damentals of three-dimensional design in a form easily 
understood by those without previous art training. 


signers. 
plete procedure of product styling, 
research to finished dimensioned drawings, 


27 practical chapters, giving you 


—clear explanation of the scope of industrial design, 
qualifications of the designer, how to base fees, etc. 


—fundamentals of designing in three dimensions, 


first steps up to modern conceptions 


—instructions for carrying out design proj- 
ects: how to gather data, how to approach 
the problem, how to make visualizations, 
clay models, renderings, presentation mod- 
els, finished drawings, etc. 


—pointers on presenting ideas to the client 


—typical design problems, worked out step- 
by-step, as they would be in practice 


—case histories of actual design projects and 
what they accomplished 


Shows the 


Just Out! 


INDUSTRIAL 
DESIGN 


A Practical Guide 


By HAROLD VAN DOREN 


of Harold Van Doren and Associates 
Industrial Designers 


388 pages, 6 x 9 
fully illustrated, $4.50 


10 DAYS’ EXAMINATION—SEND THIS COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 

Send me Van Doren’s INDUSTRIAL DESIGN 

for 10 days’ examination on approval. In 10 

days I will send $4.50, plus a few cents postage, 

or return book postpaid. (We pay postage on 

orders accompanied by remittance.) 


from 


5 
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(Books sent on approval in n U.S. and Canada only) } 
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America’s 


Largest Selling 


ELECTRODES 


Look for the Name on the Seal 


Avoid FALSE Savings! 


There’s no profit in “saving” 1 cent 
on questionable electrodes — then 
losing $10.00 to service a faulty 
sign! Why take the risk? Reli- 
able, guaranteed EGL Electrodes 
cost you no more than standard 
prices—and give more for your 
money in trouble-free production— 
speedier pumping and aging—cleaner, more 
brilliant, long-life tubes. Made with Svea Metal 
Shells exclusively. 


Write for new EGL Sheet No. 6 


ENGINEERING GLASS LABORATORIES 
32 Green St. Newark, N. J. 


SILK SCREEN PROCESS 
S SO U E ET G E E 


Cut 
4 Size 


White Pine block, shaped to fit the hand. 


eeds less pressure. Specially pre- 
pared rubber to resist oil in paints. 


oumum=e= WRITE FOR en ee 
W. J. DENNIS & COMPAN 
2110-2120 West Lake St., Paces: Til. 


Please send me price on complete Squeegee No. 11. 


Firm Name 
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of lamp black ground in oil, a small quantity | 
of white lead and a very little japan drier. 
This should be thinned with raw or boiled 
linseed oil to a heavy working consistency, 
a great deal heavier than you would prepare 
ordinary paint. This holds the smalt better. 
Spread plenty of smalt over the sign, using 
a sieve or a large can punched with nail 
holes. After this has laid on the cutting-in 
color for a few minutes to get set, the sur- 
plus may be dumped off into a cloth or 
papers that have been spread under the sign 
before smalting. If the lettering on the 
sign has been done properly and contains 
no tack, the smalt may be left on the sign 
over night before dumping. This will in- 
sure a more solidly covered surface because 
more smalt will set into the color. Should 
the letters themselves be tacky, the latter 
method would result in smalt sticking all 
over them and causing a lot of grief in 
cleaning off the letters. Use the cut-in color 
freely, but be careful to work out the brush 
strokes. 


Gold Leaf Window Lettering. 


I should like to know how to do a gold-leaf job 
on the inside of a window. I refer especially to 
the kind of lettering with a brilliant gold outline 
and a dull gold center. 


Is it practical to patch an old gold-leaf window 
sign that has started to scale off, or should it be 
cleaned off and done over?—J. E. M. 

The brilliant gold-leaf outline you have 
seen on gold-leaf window signs is known as 
burnished gold. The leaf is applied over 
water size, which is made by dissolving a 
few gelatin capsules in boiling water. Use 
a few capsules, such as can be obtained at 
any drug store, to about a half-pint of water. 
After the water has been brought to a boil, 
set the container aside and allow the size to 
cool before using. 


The size is flowed on with a camel-hair 
gilding brush, and the gold is laid with a 
gilding tip. The gold is lifted from the 
gold-leaf book with the tip in transferring 
it to the glass. 


Two methods are used in making gold-leaf 
window letters with a brilliant outline and 
a gold of a different tone is used in the 
center. In one method the letter is first out- 
lined with black. A center stroke of quick- 
rubbing varnish or japan gold size is then 
placed in the letter. After the black and 
the varnish or hard-dry, deep-toned gold 
leaf is laid over the entire letter with water 
size. The letters are backed up in the usual 
manner after the gold leaf is dry. This is 
known as two-tone gold. 


The other style is known as embossed 
gold. In this method, the burnished gold 
outline is backed up first. After the backing 
is hard-dry and the surplus gold has been 
cleaned off, a clear varnish, preferably quick- 
rubbing or spar, is laid in the center open- 
ings. When the varnish becomes tacky, 
lemon or pale gold leaf is laid directly on 
the varnish. After the varnish has had suf- 
ficient time to dry hard, the letters are 
backed up as usual. This makes a more 
brilliant job than the darker two-tone letter. 

It is possible to patch gold-leaf lettering 
if it is not damaged too much. The dam- 
aged portions can be scraped out and re- 
gilded, but usually there will be a difference 
of color in the old and new gold. A heavy 
water size, for instance, will make gold ap- 


WILL BE WHAT 


194 YOU MAKE IT 


Will you go along in a well worn 
groove, and get stalled by com- 
petitive traffic, or will you break 
away and take the short cut to 
more business by using 


MYERS-LIPMAN 


FLOCK 


to pep up your signs and displays 


These tiny fibres of Rayon, Cotton or 
Wool in all colors and shades, make any 
display outstanding by giving a velvet 
or suede effect to backgrounds, spots or 
lettering. Sprayed on Cardboard, Wood, 
Metal or Glass, a little M-L FLOCK 


covers a lot of surface... economically. 


Write for Samples 


MYERS-LIPMAN 
WOOL STOCK CO., INC. 


Manufacturers Since 1873 
20-26 NORTH MOORE ST. 
NEW YORK, N. Y. 


ea BRONZE SIGNS 


\" 
® col LETTERS - TABLETS 
p\* FOR THE 


SIGN TRADE 


One of the Most Complete 
Plants in the Industry. 
Founded by a Sign Man. 
Rendering SUPER SERVICE 
to Fellow Sign Men all 
over the United States. 
os 


Send size and 
wording for FREE 
Preview Sketch 


U.S. Bronze Sten Co..2’xew vorn 


NEWEST MODERN CLOCK 


WITH PATENTED FLAMING NEON 
Sold successfully for six years to all types of 
Merchants in California 
Now Open to Distributors Throughout the Country 
Write or Wire 


LEWIS NEON DISPLAYS 
5068 Santa Monica Blvd. Los Angeles 


The R. C. 


Maxwell 


Co. 
TRENTON, N. J. 


MAXWELL 
SERVICE 


a par 
SA Les 
DEPARTMENT 


SIGN 
SHOWCARD 


ARTIST MATERIALS 
ARTHUR F. HOERAUF & CO. 


525 Woodward Ave. Detroit, Mich. 
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A PAIR OF ACES! 


FIBROSEAL 


(Trade Mark Patented) 


CLEAR & BLACK 


A Winning Pair for Skilled 
Sign Artists for 28 Years 


FIBROSEAL “CLEAR” 


An all-purpose mixing and drying 
varnish—takes the place of quick 
rubbing varnish—more durable — 
flows freely — dries in 30 minutes. 


FIBROSEAL “BLACK” 


A mixture of “clear” Fibroseal and a 
very fine grade of carbon black, suit- 
able for backing up gold leaf lettering 
—flows freely—tough and durable. 
Has many advantageous uses in sign 
studios. 


ASK YOUR LOCAL DEALER OR 
SIGN SUPPLY HOUSE FOR SAMPLE 


COMMONWEALTH VARNISH CO, 


4124-34 PARKER AVE., CHICAGO, ILL. 


Other Famous Commonwealth Products: 


®Florence (Gold Size) Japan 
@W-W Brand Window Spar 
®Venice Japan Gold Size 


RED ARROW «s 


LUMINOUS TUBE 
TRANSFORMER 


Patent 
1,979,769 


Cut your service costs with 
Red Arrow. Send for price list. 


Red Arrow Electric Corp. 
100 Coit Street, Irvington, N. J. 


—_—————— 


SIGN PAINTERS’ 


Brushes and Materials 


BECKER SIGN SUPPLY CO. | 
314 N. Eutaw St. Baltimore, Md. | 


1941 CATALOG of 
NEON SUPPLIES 


De-Lux Neon Mfg. Co. 


BOX 1113 OKLAHOMA CITY, OKLA. 


Silk Screen Etching of Glass? 


ETCHALL “SCREEN-O” 


for permanent and consistent results. 
Acclaimed the best by all users. 


ETCHALL, INCORPORATED 
311 West 23rd Street New York, N. Y. 
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pear darker than if less gelatin is used in 
the size. The same difference would appear 
in varnished portions due to a possible dif- 
ference in the color of the varnish used in 
the original job, and that used for patching. 


Painting on Leather. 
What kind of paint should be used for painting 
on leather, and how should it be prepared?—B. A. 


The letters should be coated-in with a 
very thin coat of shellac to seal the leather, 
and the shellac must be so thin that prac- 
tically no gloss remains after it is dry. Then 
coat the letters with color ground in japan 
which has been mixed to a thick paste with 
a hard-drying varnish and thinned to a free- 
working consistency with turpentine. The 
color should be applied very thin and brushed 
out thoroughly. If the first coat does not 
cover, a second thin coat of color should 
be applied. After each of the coats has 
dried, the letters should be coated with a 
long-oil varnish. If desired, the varnish can 
be tinted with the same color used in paint- 
ing the letters. 


Tubing on Glass. 

We have an order for mounting neon tubing on 
a glass store front. What is the best method to 
use?—C. C. B. 

Tubes are mounted in the usual manner in 
elevation posts secured to the glass. Open- 
ings for electrode housings can be drilled 
with ceramic drills. Space behind the glass 
must be available for connections and trans- 
formers placed in fireproof metal housings. 


Paint for Awnings. 

Can prepared bulletin colors be used for paint- 
ing on awnings?—H. §S. C. 

Prepared bulletin colors can be used for 
painting on awnings. Slight thinning of the 
color might be necessary because of the 
roughness of the surface. The canvas should 
be sponged with clear water before lettering 
and the lettering should be done with fitches. 
When it is possible to do so, the canvas 
should be stretched on a flat surface before 
it is lettered. 


Books 


Salesmen Built America, by George A. 
Hughes. Published by The Dartnell Corpora- 
tion, Chicago. . 

Inspirational gleanings from the author’s 
own wide experiences in an interesting busi- 
ness career and from the experiences of 
others who have overcome obstacles of one 
kind or another are collected in this little 
book, by one who has risen to be chairman 
of the board of the Edison General Electric 
Appliance Company. The material is espe- 
cially valuable to the younger men, whose 
determination can be bolstered by the stories 
of how others achieved high goals. 

The volume is dedicated to “the salesmen 
of America,’ and in its enthusiasm it states 
that all that America is, all that it hopes to 
be, it owes to salesmen—a salesman dis- 
covered it, another gave it spark of life, 
another gave it the urge for freedom, an- 
other gave it vision of greatness, and after 
that practically everyone got the spirit that 
built America—and it’s still at work, Hughes 
proves, for a bigger and better future. 


MASTER “MIDGET” 


ee me 


FOR DEPENDABLE 
ANIMATION IN A WIDE 
CHOICE OF ACTIONS 


Engineered for endurance and for positive, de- 
pendable animation at low cost. Compact and 
rugged construction, including resilient mount- 
ing, provision for re-oil- 
ing, heavy brass bear- 
ing plates, self-aligning 
bronze bearings, wide 
variety of motions. Built 
for service, priced for 
savings. 


Write for prices, de- 
scriptive literature 


and details of 
Liberal 


SAMPLE 
OFFER 


Appliance Division 


THE MASTER ELECTRIC COMPANY 


Dayton, Ohio 


SIMPLIFIED 
SIGN WIRING 


Solderless—Tapeless Wire Connectors 


Standard With Leading 


Electric Sign Companies Because— 

1. Changes can be made EASILY, QUICKLY 
and CHEAPLY. No wire snipping and dis- 
carding as with soldered joints. 

. Better electrically—stronger mechanically. 

- No shorts and free service calls. 

- No unhandy annoyance of torches, solder, 
tape, flux, etc. A pocketful of IDEAL 
“Wire-Nuts” is all you need. 

. Wire joints are almost three times as 
strong as the best solder and tape joints. 

- Save time and money — convenient and 
easy to use. 


MILLIONS IN USE! 


Fully Approved—Listed by Underwriters’ 
Laboratories, Inc. 


SAMPLES ON REQUEST 
IDEAL COMMUTATOR DRESSER CO. 


Park Avenue, Sycamore, Illinois 


® CDN 
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Bring two new selling forces 
to display animation 
Coming in many sizes, in skele- 
ton, aproned and bakelite cased 
types, SpeedWay Turntables bring 

to display great selling forces: 


/ (1) Animation that forces attention. 
(2) Greater display area—the complete 
circumference of the platform mul- 
tiplied by almost any desired height. 

(3) A continuous, repeating display 
that goes on without end. 

(4) An opportunity for 3-dimension 
merchandise display—that shows 
all sides, displays completely. 

SpeedWay Turntables today are the 

base not only for retailers’ merchan- 

dise displays, but for increasing num- 
bers of national advertised, litho- 
graphed and set-up displays as well. 

They are not only being used in 

show windows. and on counters, but 

provide ideal island floor displays. 

Providing trouble-free electric turn- 

tables in capacities from 5 to 500 Ibs., 

SpeedWay meets all display needs. 

Also manufacturers of solenoids, mo- 

tors and other motion equipment. 

e Write for illustrated Catalog Sheets 

giving specifications and prices. 


MFG. CO. 


1841 S. 52nd Ave. 
Cicero, Ill. 
Agents in 
Principal 
Cities 


Siti 


NOISE ELIMINATOR / 


Developed Especially 
for the 
SIGN INDUSTRY! 


Eliminates all 
noises caused by 


© Motors 

©R. F. Feedback 
of 110 V.—A. 
C. Trans- 
formers 

©Cash Registers 

© Refrigerators 

@ Primary 
Flashers 

®Neon Trans- 
formers 

@Etc., etc., etc. 
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@The “SURE” Noise 
Eliminator is compact, 
344 x 34,x 1% inches, 
with weather and 
rust proof metal case 
finished in brown 
crackle. It is posi- 
tive and reliable in 
operation, easily and 
quickly installed, and 
the price is almost 
negligible. 


Write for Descriptive Circular and Prices 


RADIO INTERFERENCE SERVICE CO. 


1106 Grandville Ave., S. W. Grand Rapids, Mich. 


DISTRIBUTORS 

Geo. H. Wacker & Co., St. 
Louis, Mo. 

Neon Sign Supply Co., 
Milwaukee, Wis. 

Acme Neon Accessory Co., 
Omaha, Neb. — Detroit, 
Michigan 
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Inventions 


Printed copies of patents listed here are obtain- 
able at 10 cents each from the Commissioner of 
Patents, Washington, D. C. 


2,219,603. Printing Machine for Printing 
Variable Areas Simultaneously. Patented 
by Frederick Shurley, Windsor, Ont., as- 
signor to Guthrie Ceramic Labelling & Ma- 
chinery Company, Dover, Del. 

2,219,895. Luminescent Glass. A _ trans- 
lucent, luminescent glass in which the com- 
ponents rendering the glass translucent con- 
sist of luminescent materials segregated out 
in the crystalline form, the glass being sub- 
stantially free from alkalies. Patented by 
Walter Hanlein, Berlin, Germany, assignor 
to General Electric Company. 

2,220,049. Advertising Method and Magnet 
Motivated Object. Patented by Francis W. 
Dunmore, Washington, D. C. 

2,220,258. Electric Sign. This is a lamp- 
illuminated display containing several cir- 
cular panels mounted around a frame that 
turns on an axis. Patented by Wade Mc- 
Crary and V. H. Turner, Greenville, Miss. 

2,220,262. Illuminated Picture Frame. Pat- 
ented by John H. Miller, Baltimore. 

2,220,348. Luminous Tube Display. An 
application of luminous-tube letter form in 
which tubing is positioned in a slot in the 
metal surface, a plastic sheathing around the 
tube integral with a plastic webbing extend- 
ing from the tube to the adjacent edges of 
the sheet member and beyond the edges to 
cover portions of at least one surface of the 
sheet member around the slot. Patented by 
Harold R. Owen, Los Angeles, assignor to 
Electrical Products Corporation, Los An- 
geles. 

2,220,478. Display Sign. A  changing- 
panel sign device, patented by Ora R. Cur- 
nutt, Lees Summit, Mo. 


Tahiti Tidings 
By Edgar Leeteg 

Tahiti—where the son rises when the sun 
sets. 

No exports, no tourists, no money, no im- 
ports give Tahiti a business depression that 
molds Tahiti’s remaining population into 
one big Swiss Family Robinson. With 
bread, milk, coffee, candy, twine, hats, and 
even suits growing on trees and the coco 
tree supplying food, furnished house, a re- 
freshing drink, a fiery liquor, or a cathartic, 
Tahiti can approach nearest to self-suff- 
ciency. 

Your signist, with hair grown long, is 
building an arty little grass shack in a 
primitive paradise on Paopao bay, where 
those two New Zealander sign men, Dick 
and Askew, will teach him to eat grass in 
six easy stages. The depression affords an 
excellent opportunity to test that axiom of 
the guy who made a better mouse trap and 
awoke to find a WPA project clearing the 
underbrush away from his door. 

Thanks to my friend Willis Shook of the 
Pittsburgh Art Institute, the U. S. Customs 
have reclassified my velvet paintings as be- 
longing to the fine arts, and so enter duty- 
free. So a sign painter already in paradise 
enters the artists’ heaven. 


FEATURES 


MODELS 


NEW PRICES 


A COMPLETE NEW LINE OF 


“AUTOMATIC” 
TIME SWITCHES 


Here Are A Few 
NEW MODELS ... NEW PRICES — 


Double Pole... .$20.00 
Single Pole..... $18.00 
Double Pole... .$15.00 
Single Pole..... $13.00 
Single Pole..... $12.00 


45 Amperes. .. 
45 Amperes. .. 
30 Amperes. .. 
30 Amperes... 
20 Amperes. .. 


Portable, Plug-in Models 


10 Amperes... .Single Pole..... $11.50 
7 Amperes....Single Pole..... $10.50 


Write for Information on 
Time Switches and Flashers 


AUTOMATIC 
ELECTRIC MANUFACTURING CO. 


MANKATO @ MINNESOTA 
Sas wr 


THEATER FRAMES 
AND CASES 


ALL SIZES — Chromium, Bronze, 
Stainless Steel 


Made in Our Own Plant 
COLONIAL SALES CORP. 


928 BROADWAY NEW YORK, N. Y. 


ADLER “THIRD DIMENSION” 
SILHOUETTE LETTERS and 
“Remova-Panel” FRAMES 


8” to 24” Interchangeable — Also 6” Letters 


ADLER SILHOUETTE LETTER CO. 


2909 S. Indiana Ave. Chicago 


SIGN WRITERS’ SUPPLIES 
Artists’ Materials 


BERT L. DAILY, INC. 


126 EAST 3rd ST., DAYTON, OHIO 


“HOLDTITE” NEON CABLE CONNECTOR 


UNDERWRITERS’ APPROVED 


J. H. PARKER, 27 Park Place, New York City 
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Real Live Steam 


Is “‘Action’’ Feature of New Outdoor Display on 
Broadway, Advertising the Silex Coffee Maker 


There may be blackouts in large cities in 
other parts of the world, but in New York, 
the world-famous Great White Way gets 
brighter all the time. There is the new 
Wilson whiskey display by Douglas Leigh, 
Inc., with huge fountains and the large ani- 
mated-cartoon panel, and now, hardly a 
month later, Leigh comes forth with another 
spectacular, this time advertising the Silex 
coffee maker. This display occupies the 
space formerly occupied by Wilson whiskey, 


AMERICAS 
FAVORITE 


COFFEE 


LIVE STEAM rises from the two-story tubing- 
outlined coffee maker in this seven-story dis- 
play on the Great White Way. It is the newest 
display by Douglas Leigh, Inc. 


right next to the famous Palace vaudeville 
theatre. 

This new Silex display, while not an ani- 
mated-cartoon sign, is outstanding in that 
it is the only display on Broadway using 
real live steam. On the display is a realistic 
Silex coffee maker showing bubbles and 
flames that suggest to the passing Broadway 
crowds the making of coffee. Beside the 
coffee maker is a cup and above the two is 
a woman’s head. Real live steam, 100,000 
pounds of it a month, flows through the 
coffee maker and cup, right up toward the 
woman's face. This produces the effect of 
the woman smelling the aroma of the coffee, 
and thereby makes appetite-appeal the key- 
note to the message. To express the woman’s 
approval of the fine aroma, the words “Yum 
Yum” flash on. 
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This display embodies an unusually fortu- 
nate choice of colored luminous tubing, ap- 
proximately 1,000 feet of it, which goes far 
toward making it the success it is. A bril- 
liant green fluorescent border surrounds it, 
and the background is coffee-colored. “Silex” 
in letters 8 feet tall, is in red neon, and to 
carry:out the trade-mark, the word “Genu- 
ine,” in white :tubing flashes on and off over 
“Silex... “America’s Favorite Coffee Maker” 
flashes on in white tubing. The flame at the 
bottom of the coffee maker flashes so fast 
that it gives the appearance of real fire, and 
produces an effect of warmth. Next to the 
flame, “Gas” in small letters flashes on, then 
off, and the word “Electric” goes on, then 
off, to denote the two types of coffee maker 
available. The woman’s head is outlined in 
white tubing, with her hair in yellow, and 
her lips, a particularly attractive feature of 
the sign, in vivid red. 

Frank E. Wolcott, president of The Silex 
Company, wanted a tie-in with the coffee 
campaign of the Pan-American Coffee Bu- 
reau, and suggested that the words “Drink 
More Coffee” should be embodied in the 
sign. These words appear at the top. 

For the turn-on of the spectacular, R. E. 
Arnold, sales manager of The Silex Com- 
pany; W. S. Carey, New York manager; 
Richard C. Coblens, account executive of 
Batten, Barton, Durstine & Osborn, Inc.; 
William Gardner, head of the outdoor de- 
partment of B. B. D. & O., and Douglas 
Leigh were on hand. Leigh held a portable 
switch and Arnold snapped it for the official 
turn-on. 


A Store-Front Spectacular 
[Continued from page 19] 


big letters are filled with diagonal lines of 
white tubing at a 45-degree angle. These 
lines flash off, and then diagonal gold lines 
running in the opposite direction flash on. 
Both sets of lines then flash on, giving 
a weave effect, which is symbolic of woven 
woolens. 

The diagonal lines of white and gold 
tubing are placed 6 inches apart, and the 
letters are outlined with tubing of 15-milli- 
meter blue. The name letters in the large 
portion of the display are 14 feet 6 inches 
in height and were constructed in one sec- 
tion. They are constructed of deep-channel 
stainless steel fitted with porcelain-enameled 
inserts. Each of these letters contains 700 
feet of tubing, and the entire installation 
contains between 6,000 and 7,000 feet of tub- 
ing powered by more than 150 transformers. 

The pictures shown on page 19 reveal only 
two sides of the store, the large portion on 
Broadway and the portion on Forty-fifth 
street. The portion on Forty-fourth street 
is not visible. This last portion does not 
have a clock inside the “O,” as in the por- 
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tions shown. On the Forty-fifth street side, 
the lighting is in white fluorescent tubing, 
and on the Forty-fourth street side, the 
lettering is in gold fluorescence. 


eee signs, such as those pictured 

at right in the group of illustrations, 
were supplied by Colorvision Ads, Inc. On 
the first floor, there is a cornice in which 
is inserted about 350 to 400 letters of the 
changeable type, as shown in the picture 
at upper right. These are placed over 200 
feet of show cases around the store. This 
cornice serves a triple purpose. The lamps 
behind the letters are the standard 20-watt 
fluorescent lamps, and the bottom of the cor- 
nice is open, allowing the light to illuminate 
the merchandise. The top of the cornice is 
also open to make possible the illumination 
of a cove around the store. During the holi- 
days, the color of the lamps was changed to 
provide a holiday atmosphere. 

These letters, which are of injection- 
molded plastic, are mounted on stencils of 
nickle steel and are interchangeable so that 
the advertising copy can be changed as de- 
sired. 

The words “Elevator” and “Escalator,” 
shown at lower right, are edge-lighted let- 
ters supplied by Colorvision. These letters 


have beveled edges front and back, sand- 


blasted to pick up light from fluorescent 
lamps in fixtures set flush in the wall. This 
gives the appearance of each letter standing 
out by itself without any other support than 
the wall. This is very effective, as gold 
lamps are used behind the letters and the 
edges of them glow with gold light. The 
letters in “Elevator” are 4 inches tall, and 
those in “Escalator” are 8 inches tall. These 
letters are also interchangeable. 

There are 2,700 or more than one-half 
mile of fluorescent lamps used inside the 
store and in the windows. This lighting 
was designed by Percy Elias of Elias, 
Rothschild & Co., Inc. In honor of his great 
achievement and the completion of this 
mammoth job on time, the contractors in- 
volved tendered to him a testimonial dinner 
at the Waldorf-Astoria hotel on December 
2. They presented him with a bronze plaque 
in appreciation of his work. 

Since the site of the store, called “the 
cornerstone of Broadway” by Oscar Ham- 
merstein, the theatrical producer, was a 
famous theatre corner, many notables of 
stage and screen were present at the store 
on its opening day. Visitors, in addition to 
the thousands who sought entrance, included 
Ethel Barrymore, Pat Rooney, Victor Moore, 
Eddie Leonard, and a host of others. 


Bakery Promotes Safety 
on Outdoor Displays 


At Fourteenth and Olive streets in St. 
Louis is the Freund Bread Company’s big 
wall display, on which “Drive Carefully” is 
the main theme. The display was appro- 
priately dedicated recently by Cabanne Link, 
secretary of Mayor Bernard F. Dickmann’s 
safety program. Also present at the dedi- 
cation were Louis S. Freund, vice-president 
of the baking company; Louis FE. West- 
heimer, head of Westheimer & Co., agency 
handling the account; Miss Rosemary Law- 
ler, account executive of- Westheimer & Co., 


and W. B. Speeler, sales manager of G. O. 
A. in St. Louis. 

Lending color to the brief dedication 
ceremony were a Boy Scout honor guard, 
which acted as Link’s escort, and the St. 
Louis Post Office drum and bugle corps, 
which marched to the scene after forming at 
the foot of the Public Library steps. In 
speaking to the assembled crowd and to the 
radio audience, Link stressed the necessity 
for increased vigilance by all drivers in ob- 
serving caution at all times. Speeler and 
Freund also spoke. 

Other outdoor advertising displays con- 
taining safety copy are being placed by 
G. O. A. for the Freund bakery at busy inter- 
sections, and each truck in the large Freund 
fleet will bear the slogan, “Safe and Sound 
the Year Round.” The outdoor copy relat- 
ing to safety reads, “Just Kids to You, but 
All the World to Mother—Drive Carefully 
—Sunbonnet Bread.” A large pictorial of 
two active children, a boy and girl, add to 
the effectiveness of the message. 


Christmas Jobs Publicized 


Eight different cities were represented in 
pictures of Christmas electrical displays on 
buildings and of holiday street decorations 
that filled a page in Life magazine on De- 
cember 23, giving national prominence to 
Christmas installations as made by the sign 
industry. 

Pictured were the luminous-tubing Santa 
that beamed from the 350-foot tower of 
Daniels & Fisher store in Denver, the Roll- 
man store in Cincinnati bedecked with gar- 
lands of lamps, the two-and-one-half-story 
wreath and the three-story Santa and sleigh 
in lamps on the Wolf & Dessauer store in 
Fort Wayne, a 50-foot star on Missionary 
Ridge at Chattanooga, lighted windows that 
formed a star over an area of thirteen stories 
on the Palmolive building in Chicago, the 
central station’s building-front display in 
Washington, and_ street decorations § in 
Louisville and Des Moines. 

Companies that made outstanding Christ- 
mas installations of any kind are urged to 
inform SIGNS of the Times of them so that 
they can be given due recognition in this 
year’s Christmas (October) number. The 
material, in the form of pictures and descrip- 
tions, is welcomed now while it is still fresh. 


Placed Christmas ‘‘Candles”’ 


To Otto Gratzol Signs, Inc., South Bend, 
went the job of transforming lamp posts 
along South Bend’s business streets into 
12-foot Christmas “candles,” made of metal, 
painted bright red, with amber translucent 
material around the globe at top to simulate 
candle flame. Tops of the “candles” were 
painted white with yellow highlights to give 
the appearance of melting tallow. 


C. of C. Cooperates 


With the cooperation of the Chamber of 
Commerce of New Brunswick, N. J., Morris 
Gray of the New Brunswick Sign Com- 
pany was successful in selling ten bulletin 
units during the holiday season. Displays 
were painted with Christmas copy embel- 
lished with a handsome Santa head. 

“After selling them for just the few 
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months,” Gray states, “I find that they will 
turn out to be permanent contracts.” 

Two accounts represented are 
Clothes and Rice & Co. 


Bond 


Extends Bulletin Greetings 


Greetings of the season were extended to 
citizens of Bowling Green, Ky., last month 
by G. E. Goad, manager of the Goad Sign 
Company, by means of a “greeting card” in 
the form of a special outdocr bulletin con- 


GOAD Sign Company extends “season’s best.” 


taining a Santa design and appropriately 
colored. Stars and _ silhouetted reindeer 
were painted as decorations across the base 
of the modern structure. The structure is 
one of twenty-three Goad has among some 
fifty bulletins he services in four counties. 


Told the Christmas Story 


Definitely American was the theme fea- 
turing General Electric’s huge lighted out- 
door Christmas display at Nela Park in 
East Cleveland, Ohio. The story unfolded 
to visitors as they made their way up Nela’s 
winding driveway was Dr. Clement C. 
Moore’s famous poem, about “the night be- 
fore Christmas, when all through the 
house. .. ” 

The decorations were officially turned on 
for the first time on December 13, and were 
turned on nightly throughout the holiday 
season from 5 o’clock until midnight. Fes- 
tive illuminations, outdoor displays, and 
special fluorescent effects were included in 
the exhibition. The story of St. Nicholas 
was told in sequence along the driveway. 


C. of C.’s Christmas Posting 


This Christmas season, United Advertis- 
ing Corporation, Newark, N. J., was success- 
ful in interesting the Newark Chamber of 
Commerce in a poster campaign to promote 
Newark as “the place” for Christmas shop- 
ping. Panels were placed at twenty-five se- 
lected locations in Newark, and the posters, 
showing a large Santa Claus, urged people 
to shop early. 

The chamber’s board of directors sent a 
letter to various business enterprises, tell- 
ing them of the campaign and directing at- 
tention to the posters. 


Christmas Bonus Given 


More than 300 employees of United Ad- 
vertising Corporation and affiliated com- 
panies received a Christmas bonus from the 
organization, according to announcement by 
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Leonard Dreyfuss, president. The bonus 
was in the form of a week’s salary to all 
employees. The company operates outdoor 
advertising plants in New Jersey, Connecti- 
cut, Pennsylvania, and Maine. 


Christmas Party Enjoyed 


Employees of SIGNS of the Times and 
affliated companies, Display Publishing 
Company and Peerless Printing Company, 
were entertained by the management at a 
Christmas party held at the Metropole hotel, 
Cincinnati, on the afternoon of Saturday, 
December 21. A sumptuous turkey dinner, 
refreshments, a program of hilarious enter- 
tainment, music, singing, and dancing 
rounded out an enjoyable afternoon. 


A feature of the well-conducted prograntg 
of entertainment was a humorous series6f{* 


“Peeks into Private Minds,” in which ‘all 
participated. In keeping with the quality of 
the entertainment were a fantastically con- 
ceived souvenir program and a cleverly con- 
cocted “menu” that included items humor- 
ously descriptive of characteristics and 
traits of various individuals. 

Those there were H. C. Menefee, D. R. 
Swormstedt, Nathan Silverblatt, E. Thomas 
Kelley, R. C. Kash, William B. Borgel, 
Robert H. Knapke, E. F. Reilman, John 
Mendell, Frank Votel, Chester Osterman, 
Paul Meyer, Urban Osterhage, Mrs. Louise 
MacFarland, Mrs. Louise Slaton, Mrs. Vir- 


ginia Walsh, Miss Mildred Myers, Miss 
Mary Helen Stokes, and Miss Evelyn 
Thomas. 


Party For Employees 

Approximately 40 employees of the Quehl 
Sign Company, Cincinnati, enjoyed a Christ- 
mas party at their place of business on the 
afternoon of December 24 as guests of the 
firm. Highlight was the presentation of a 
Christmas bonus to each employee by M. J. 
Seibert, president. Albert Kaufmann was 
master of ceremonies. 


Bonuses Distributed 


Christmas bonuses were distributed to its 
employees by the United States Bronze Sign 
Company, Inc., New York. Those in service 
for one year received bonuses averaging two 
weeks’ salary, with proportionate amounts 
to others. 


Social Dinner Planned 


L. Albertson, secretary, The Electric Sign 
Manufacturers Association of Philadelphia, 
reports that the organization will hold a 
social dinner on January 22. 

W. L. Hoos, of the Electrical Association, 
Philadelphia, guest speaker at the organiza- 
tion’s meeting held on December 10, talked 
about the application of good lighting in 
industrial plants. He illustrated his talk 
with demonstrations, and emphasized the ad- 
vantages of adequate illumination in reduc- 
ing accidents and spoilage, and in increasing 
speed and efficiency in sign shops. He also 
pointed out the vital necessity of preserving 
eyesight through proper illumination. 

There was a fine attendance at the meet- 
ing, which was the first to be held since the 
election of the new officers in November. 
William Spencer is president. 
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Massachusetts Sign Men Hear Douglas Leigh 


Douglas Leigh, president, Douglas Leigh, 
Inc., New York, was the principal speaker 
at a meeting of the Massachusetts Sign Con- 
tractors’ Association, held in the Canadian 
room of the Hotel Manger in Boston, on 
December 4. J. Robert Ayers, representing 
Governor Saltonstall of Massachusetts, and 
Fred Kerwer, vice-president, Douglas Leigh, 
Inc., were also guests at the meeting. 

Leigh based his talk on the sale of ideas 
in the sign business, rather than the sale of 
signs as merchandise. He offered some ex- 
cellent ideas on sign sales approaches and 
sign designs that sell, with elaborations on 
some of his own experiences in applying his 
theories on selling. 

Ayers commented on the splendid aims 
of the association and the support it has. 

Edward Finerty, Finerty Signs, East Cam- 
bridge, Mass., president of the association, 
appealed for continued support and enlist- 
ment of new members for stronger unison in 
defending the industry against discriminat- 
ing legislative proposals that can be ex- 
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pected to be launched this year. Finerty’s 
remarks were emphasized by Mark E. Gal- 
lagher, Jr., attorney, the organization’s ex- 
ecutive secretary. 

The meeting was preceded by a dinner, 
and representatives of sign supply firms were 
in attendance. The officers, in addition to 
President Finerty and Executive Secretary 
Gallagher, are Henry Weene, Weene Sign 
Service, Charlestown, vice-president; Joseph 
Sawyer, University Sign Company, Boston, 
secretary; Frank Finerty, Finerty Signs, 
Cambridge, treasurer. Directors are John 
W. Mollica, Mobeco; Inc., Watertown, presi- 
dent N. S. A.; Walter Croft, W. M.' Croft 
Company, Boston; J. Freeman, J. Freeman 
Company, Boston; David Siegel, and Jess 
D. Traylor, Donnelly Electric & Neon Com- 
pany, Boston. 

At the speakers’ table in the picture are, 
from left, Fred Kerwer, John Brink, Douglas 
Leigh, Edward Finerty, Robert T. Ayres, 
Joseph Sawyer, John W. Mollica, and Frank 
Finerty. 


Local Sales Discussed at Meeting of Region No. 1 


Region No. 1 of the Outdoor Advertising 
Association of America held an enthusias- 
tic two-day meeting at Hotel Kimball, 
Springfield, Mass., on December 12 and 13. 
Justin B. Kelly, Kelbro, Inc., Burlington, 
Vt., chairman of the region, presided at all 
the sessions. The region includes the states 
of Connecticut, Maine, Massachusetts, New 
Hampshire, Rhode Island, and Vermont. 

Edward C. Donnelly, Jr., John Donnelly 
& Sons, Boston, who made his first official 
appearance as national president of the as- 
sociation, outlined the national program in 
an inspiring talk at the opening session. 

Local sales received special attention at 
the second session. Pierce Skelton, vice- 
president, N. O. A. B., outlined the bureau’s 
operations, and Cy Coggins, sales promotion 
manager, G. O. A., New York, spoke on 
“Why So Many Sales Art Not Made,” and 
explained ways and means for overcoming 
sales resistance. J. A. Brennan, assistant 
to the president of O. A. I., said most sales 
are made by persuasion, and not by argu- 
ment, and that he believes that if salesmen 
will use emotion first and logic second, 
more sales will be made than if the reverse 
procedure is followed. 

Maurice C. Huerstel, Murphy, Inc., Bridge- 
port, Conn., conducted a very interesting 
round-table discussion on local sales in 


which representatives of several plants par- 
ticipated. 

Herbert E. Fisk, vice-president and gen- 
eral manager, O. A. A., outlined the indus- 
try’s place in national affairs and stressed 
the importance of faith and greater co- 
operation within the industry. 

E. C. Donnelly, Jr.; W. D. Frey, Winsted, 
Conn.; A. T. McManmon, John Donnelly & 
Sons; Cy Coggins; Harold Eves, Sales 
Promotion Service, Chicago, and _ others, 
participated in a question period on local 
sales at the third session. 

L. R. B. Atwater, representative, Region 1, 
described problems that have arisen in the 
region, and William H. Partlan, Manchester, 
N. H., of O. A. A.’s regional legislative com- 
mittee, discussed the legislative problems of 
the various states in the region. 

A vote of appreciation was extended to 
W. Rex Bell, retiring national president, for 
his efforts in improving plant service, and a 
greater spirit of cooperation among _ the 
members, and a vote of thanks was given to 
Arthur Beggs and Edward P. Cahill for the 
excellent program. 

The Springfield Advertising Company was 
host at a luncheon that followed the first 
session. 

The next meeting of the region will be 
held in Boston in February. 
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Protection against State Legislation Discussed 


Measures for protecting its interests in 
the 1941 legislative sessions were discussed 
at a meeting of the American Highway Sign 
Association, held at the Palmer House, Chi- 
cago, on December 5. Leading concerns in 
the highway sign advertising field, includ- 
ing advertisers, manufacturers, and service 
companies, were represented. Samuel Messer 
of the Quaker State Oil Company, treas- 
urer of the association, presided in the ab- 
sence, because of illness, of C. M. Odell, 
president of the Burma-Shave Company, 
who is president of the association. 

Morris B. Mitchell, the association’s gen- 
eral counsel, reviewed the legislative situa- 
tion and recommended combative measures, 
which were adopted. W. Purves Taylor, sec- 
retary, Associated Petroleum Industries of 
Pennsylvania, spoke on the Pennsylvania co- 
operative roadside improvement program. 
Tom Nokes, Johnstown Poster Advertising 
Company, Johnstown, Pa., also spoke on the 
cooperative program in Pennsylvania and 
inter-association cooperation. 

Thomas C. Waldron, Interstate Displays, 
Inc., Buffalo, reported on the legislative 
situation in New York state. There were 
brief reports on legislative activities in 
other states. Orville J. Grisier, secretary, 
National Sign Association, pledged the co- 
operation of N. S$. A. J. B. Stewart, secre- 
tary-treasurer of the Outdoor Advertising 
Association and chairman of its legislative 


division, spoke on legislative matters. A. FE. 
Germer, manager, public relations depart- 
ment, O. A. A., described the public rela- 
tions work of O. A. A, and Joseph C. 
Hodges, Enameled Steel Sign Company, 
Chicago, spoke on cooperation with the 
Highway Property Owners Association. 
Carl F. Block, Carnegie-Illinois Steel 
Corporation, and D. C. Johnson, Wheeling 
Steel Company, discussed the effect of the 
defense program on the supply of steel and 
stated that so far it has not been necessary 
to establish priorities for steel, and that the 
steel companies have been able to make de- 
liveries on all steel used in producing signs. 
They advised against speculative buying. 
At a session of the board of directors, 
held after the meeting, a committee was ap- 
pointed to determine matters of public 
policy between meetings of the board. Mem- 
bers of the committee are Thomas C. Wal- 
dron, Buffalo, chairman; Joseph C. Hodges, 
Chicago, and Charles C. Tapscott, St. Louis. 
Two new vice-presidents were named. W. 
S. Zehrung, The Pennzoil Company, vice- 
president, is first vice-president; D. A. 
Brumbaugh, North American Service Com- 
pany, Chicago, second vice-president, repre- 
senting the service group, and R. R. Stull, 
American Art Works, third vice-president, 
representing the manufacturing group. 
The next meeting of the association is 
to be held in Chicago on April 18 to 25. 


Bureau of Census Reports Fourteen More States 


Reports on fourteen additional states and 
the District of Columbia were made avail- 
able by the Bureau cf the Census last month 
in the 1940 census on service establishments, 
which includes sign painting shops and out- 
door advertising firms. The latter are listed 
as “billboards advertising service.” The re- 
ports released in December were as follows: 


Sign Painting |Outdoor Adver- 


hops tising Firms 

State Estab. Receipts Estab. Receipts 
Arkansas *......°. 29 $ 50,000 20 $ 285,000 
Colorado .. ...... 69 199,000 8 327,000 
Dist. of Col...... 28 75,000 No report 
Pa eS 119 397,000 16 786,000 
Kentucky ....... 59 183,000 16 271,000 
Louisiana ....... 42 161,000 8 534,000 
Mississippi ...... 23 34,000 9 101 000 
Nebraska ........ 49 134,000 11 434,000 
New Hampshire. 17 59,000 No report 
North Carolina .. 66 154,000 8 190,000 
Oklahoma ac, ca 140,000 | 14 486,000 
South Carolina .. 32 64,000 No report 
South Dakota ... 21 55,000 | 5 37,000 
Tennessee ....... 61 337,000 6 449 ,000 
Utah 20 83,000 6 191,000 
Totals . 685 $2,125,000 127 $4,091,000 


Averages (14 states and D.C.) 3,102| (12 states) 32,212 


Average receipts for the 685 sign paint- 
ing shops in the above report were $3,102, 
slightly less than the average for the 184 
firms in seven states reported on page 106, 
December SIGNS of the Times, $3,250 for 
each firm. | 

The fourteen states, excluding the District 
of Columbia, show a total of 613 sign paint- 
ing shops in 1935, 72 less than in 1939, and 
the average 1935 receipts were $2,629, or 
$473 less than the 1939 average. The com- 
parison shows an increase in both the num- 
ber of shops and total receipts. 

Comparisons with 1935 business are not 
given in the reports of the outdoor adver- 
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tising firms, and no 1939 reports are given for 
the District of Columbia, New Hampshire or 
South Carolina, because of the limited num- 
ber of firms in those areas. 


Has Big Sign Department 


The: Advertising Novelty Company, New- 
ton, Iowa, is now back in full production 
after suffering a fire in its screen-process 


’ plant late in September, which took the life 


of David Longnecker, an employee who had 
attempted to put out the fire with a fire ex- 
tinguisher. About seventy-five persons es- 
caped from the building safely. 

Considerable valuable equipment, a stock 
of paint and oil, punch presses, silk screens, 
a $1,000 camera and photographic equipment 
were destroyed. The property was fully in- 
sured, according to Fred L. Vernon, presi- 
dent. 

“Fortunately our two main plants were 
not affected,” states W. F. Vernon, sales 
manager, “although we had sixty to seventy 
people working in the building in which the 
first occurred. Within thirty days we were 
back in full production in all departments 
and we are now employing 225 persons in 
three eight-hour shifts. About half of these 
people are in our sign department. 

“During the last three years we have 
been producing outdoor metal signs and 
point-of-sale signs of all types, and an ex- 
tensive line of paraffin signs. We believe 
that we now have one of the largest and 
most complete screen-process plants in the 
corn-belt area, and that we are one of the 
first sign companies to adopt the use of 
infra-red baking ovens.” 


TTENTION 


Selectasine Lacquers 


Very concentrated colors, 
flexible and tough. Excel- 
lent for decals, metal, wood, 
textiles. 
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CA $Selectasine Enamels 
i: For all weather service. 
Screen beautifully. Very 
’ economical because the high 
pigment strength allows 
maximum reduction. 


Solustasins Poster 
Colors 


Easiest working colors on 
~.:. the market. Give clean, 
a sharp impressions with the 
slightest squeegee pressure. 


SELECTASINE CORPORATION 
2738 W.VAN BUREN ST., CHICAGO, ILL. 


°NEW ALPHABETS 


Following Modern Trend 


*NEW SCRIPTS 


Useful on Store Fronts 


°NEW IDEAS 


For Sign and Display Men 


°NEW PRICE LIST 
Effective Jan. 31, 1941 


SPANJER BROS. 


Newark mek. G Chicago 
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A RESPONSIBILITY FOR SIGN SALESMEN. Manufactur- 
ing companies handling defense orders are producing unusually 
large volumes of business. In such times there is a tendency to 
let down on advertising, and yet it is a most critical period for 
such industries, which will need the normal volume of business 
after the defense orders have been completed. Assurance of 
future business can be had by keeping the names of such com- 
panies continuously before the public and information about their 
normal production products in the forefront. Sign advertising can 
competently carry a large part of the responsibility of future busi- 
ness assurance, and sign salesmen have a duty to perform in help- 
ing their prospects in the defense industries to be prepared for the 
future by investing in sign advertising—now. 


THE 1941 SALES BAROMETER. During 1940, Pontiac dealers 
delivered more cars to retail buyers than in any other year in the 
company’s history, exceeding the previous all-time peak in 1928. 
This and similar reports are definite evidence of the general 
expansion of business now in progress. The job ahead is to sus- 
tain an increased volume of business, and that is where sign 
advertising, in all-its forms, can play a very important part. New 
and modern signs, displays, and outdoor advertising sustain busi- 
ness growth, in addition to creating new business. Sign salesmen 
should’ make 1941 the biggest sales year in the history of the sign 
industry. 


MARK IT ON YOUR CALENDAR. March 10 to 15 is Sign 
Week, the fifteenth annual sales-promotion event sponsored by 
SIGNS of the Times for unified promotion of all forms of sign and 
display advertising. Begin planning now to make your participa- 
tion in the event the biggest concentrated drive to create more 
business and more good will for the medium than your city or 
community has ever before known. Results will be in proportion 
to the enthusiasm and effort expended. 


DARN CLEVER, THESE PROCESS BOYS. SIGNS of the 
Times is the appreciative recipient of many very clever and orig- 
inal holiday greeting cards, created and produced by screen- 
process firms and workers in the industry. They have added a 
lot to the joyousness of the season, and the cards reflect great 
credit on the ingenuity of the industry. Thanks. 


TRUE OR FALSE? DO DEER FLY IN THE SKY? TRUE! 
And not only on Christmas cards. Bert Sponhaltz, De-Lux Neon 
Manufacturing Company, Oklahoma City, who flies his own Stinson 
plane, went ahunting last month in his plane, accompanied by 
Mrs. Sponhaltz. They landed at Corpus Christi, where friends 
met and drove them to the Sponhaltz camp, 60 miles north of 
Laredo. The party of seven got a few shots in three days, but no 
deer, so they started back to Corpus Christi. On the way the 
weather became too bad for flying home, so Sponhaltz and one 
other in the party returned to the hunting grounds. On the second 
morning of the return trip, the pair discovered that there is a 
Santa Claus, too. Each bagged a nice deer. An eight-point buck 
was the Sponhaltz prize, and beginner’s luck, for it was his first 
deer hunt. So the deer flew back to Oklahoma City in the Spon- 
haltz Stinson—but it was in convenient pieces for compact ship- 
ment. The head is going to be a hat rack and proof that deer 
do fly. 


LOST IN NUMBERS. The efficiency in highway numbering 
has caused the names of many famous highways to be abandoned. 
There is great historical value in highway names, the latest of 
which is the new Pennsylvania turnpike. Each state can boast of 
famous roads that, to most travelers, are known only by numbers. 
Occasional signs giving historic names of highways, and some 
historical information about them would be heralded with great 
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pleasure by the nation’s traveling hordes, and would increase 
interest in the enterprise and fortitude of America’s pioneers. 
The names would help everyone to learn and retain more about the 
history of our own country. Sign men should cooperate with their 
local highway commissioners in helping to identify and preserve 
the names of our famous highways. 


VENERABLE FRANK F. STOOPS, pioneer outdoor plant 
operator, Chattanooga, and member of the Chattanooga Half- 
Century Club, was the author of the first of a new series of his- 
torical articles about Chattanooga to be published by the club. 
His interesting article, appearing in the Chattanooga Times of 
December 1, looked back to the days when his father, A. J. Stoops, 
built the first stern-wheel screw-propeller steam launch to ply the 
Tennessee river at Chattanooga, in 1876, and his first job, at 17, 
with the Provident Life and Accident Insurance Company. Stoops 
was born in Covington, Ky., on January 3, 1871, and moved to 
Chattanooga with his parents at the age of 5 weeks. In 1879, he 
witnessed the arrival of the first Cincinnati Southern passenger 
train at Chattanooga, upon completion of the road that year. 


“SIGNS OF OUR TIMES” was the title of a fine piece of pub- 
licity for Douglas Leigh, New York City, that appeared in the 
New York supplement of the December issue of Esquire, in con- 
nection with an account of his new Wilson animated spectacular. 


CHANNING WHITMAN is responsible for this story which 
shows that in the sign field when there is a will to do there is 
found a way to do it. In a certain southern city a new theatre 
was to open on a certain Wednesday night. There was a delay 
in installing the elaborate electrical advertising features and the 
sign organization was warned by the theatre management that 
the contract would be cancelled if the sign wasn’t operating on the 
opening night. It was Tuesday night; it would require all of 
Wednesday for the workmen to finish the installation, but some 
special equipment needed for the sign feature had to be in the 
city Wednesday morning. It was on the road, on a truck, but where 
was the truck? No report from it all day Tuesday. “Maybe the 
truck had been stolen,” said one. ‘“That’s an idea! Get the state 
police.” State police were called. The word went out to arrest the 
drivers of truck bearing license No. State regulations pro- 
hibiting night driving had held up the truck. When found it was 
rushed to the city in question under police protection—arrived 
early Wednesday morning—and the sign was completed before the 
curtain went up and the complete electrical advertising show 
went on! 


INFORMATION, PLEASE. Names and addresses of women 
who are operating electric sign shops have been requested by a 
woman who is operating her own sign plant. Let’s make the poll 
complete. Maybe we’ll be surprised at the number of women who 
have become owners and managers of plants, in addition to the 
many women designers in the field. 


SANGAMO VON has a new double in bridge—ask him about 
it. But don’t engage him in a bridge contest unless you know the 
game. AMERICAN MAGAZINE is running a column of 
photos of clever sign stunts—under the heading of SIGNS of the 
Times... . G. O. A’s “A” STOCK got up three points one day 
last month when the directors voted a payment of $12.50 a share 
on accumulations on the “A” Shares, payable December 23. On the 
preferred were ordered two regular quarterly dividends of $1.50 
each, payable February 15 and May 15. ...CALLITE TUNG- 
STEN is increasing its authorized capital from 400,000 to 1,000,000 
shares of $1 par value... FEDERAL BRILLIANT, St. Louis, 
will celebrate its fiftieth anniversary in 1941. ...O. A. A. dropped 
its seal-of-approval plan on December 31. 


JANUARY, 1941 
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Moore Exhibits in Kokomo 


An art exhibit arranged at his home in 
Kokomo, Ind., in December revealed the 
versatile talents of Willard E. Moore, well 
known to readers of SIGNS of the Times 
for his articles giving “Hints and Helps in 
Sign Design” and for a previous series on 
“Hints and Helps in Screen Process.” Moore 
arranged a fluorescent lighting system to 
enhance the exhibit. 

In the exhibit were oil paintings of Lowell 
Thomas and scenic wonders of the country, 
pastels of nudes, water colors of still life, 
greeting cards, and screen-processed pos- 
ters, car cards, etc. Moore studied at the 
National Academy of Commercial Art, Chi- 
cago, and works for the Kolux Corporation, 
Kokomo. 


Lithography Exhibits 

Two “Living Lithography” exhibitions 
will be introduced in February, 1941, the 
first a permanent exhibition—first of its kind 
in the country—which will be opened in 
New York at the New York Trade School 
in cooperation with the Lithographic Tech- 
nical Foundation, sponsored by the Lithog- 
raphers National Association, Inc. The 
second will be a traveling exhibition to be 
sponsored by the American Institute of 
Graphic Arts, New York. It will open in 
New York in Ben Franklin Hall at the Ad- 
vertising Club on February 24, where it will 
be on view through March 1. This exhibi- 
tion is being booked for showings in cities 
throughout the country and is expected to 
be “on the road” for several years. 


Students’ Work Entered 


Air-brushed portrait paintings—work of 
art students of Instructor George W. Kadel 
at Technical High School in Dallas—were 
sent East early in December to be entered 
in exhibitions in Boston, New York, Chi- 
cago, and other cities. Kadel, who is author 
of “Air Brush Art,” published by SIGNS 
of the Times, and of articles in SIGNS 
of the Times, chose the work of Mary Ann 
West and Ruth Williams as examples of 
his class work that he wished critics to see. 


Meltzer Sells Interest 


Abe Meltzer has sold his interest in the 
Ohio Sign Company, Cleveland, to his long- 
time partner, Frank Addis. Meltzer is now 
seeking a permanent connection in Florida. 


SCREEN PROCESS 


will receive special editorial considera- 
tion in the February SIGNS of the 
Times, in accordance with an old an- 
nual custom. In it will be recorded 
the progress that has been made in the 
art and craft of process production dur- 
ing the past year, and what might be 
expected of the near future. Processors 
everywhere who are making “process 
progress” in one form or another are 
urged to tell SIGNS of the Times about 
it so they will receive due recognition 
and fame in the February process num- 


ber. 


SIGNS of the Times 


3” CAM SILVER CONTACT 
FLASHER 


Low Cost—flexible—reliable. All spectacular 
effects. Easy to adjust—on the job—for 
split second accuracy. Send for Bulletin. 


KEEP ON THE PROFIT SIDE 


use AC DEPENDABLE 


BRUSH TYPE FLASHERS 


Check your own experience—and that of 
sign builders, everywhere. Reco Brush Type 
Flashers invariably show you an operating 
profit. No costly breakdowns, no expen- 
sive, complicated repairs. Day in—day out, 
Reco stays on the job—on sign after sign— 
with only a few cents needed for changes 
in effects, on old displays or new spectacu- 
lars. Don’t be fooled by gadgets. Remem- 
ber, no better flasher was ever built than 
the reliable Reco Brush Type—easy to in- 
stall—easy to adjust without micrometers or 
microscope. Consult Reco experts first on 
your next displays. 


a. ELECTRIC COMPANY 


Makers of Reco Brush Type Flashers, Silver Contact and Thermostatic Flashers, Neonimaters, Color Hoods, etc. 
Main Office & Factory: 2620 W. Congress St., Chicago, Ill. 


Eastern Sales Office: 256 W. 31st St.. New York. N.Y 


Superb FLUORESCENT TUBING 


@ The Value is in the 
TUBING—xnot the Price! 


The only way C. L. I. could meet today’s 
cut prices in Fluorescent Tubing would be to 
“cut corners” on quality. The C. L. I. policy 
remains steadfast—Quality first, last and all 
the time . .. which is cheapest in the long 
run. Ask your distributor for C. L. I. and 
learn for yourself. Colorescent Laboratories, 
Inc., 115 Frelinghuysen Ave., Newark, N. J. 


89 


Outdoor Advertising Record, December, 1940 


December accounts as represented by information 
from advertisers, agencies, and plant operators. 
Regions and classes of service are indicated by 
dots. “‘N’? means new. The seven regions are: 

New England—Maine, New Hampshire, Vermont, 
Massachusetts, Rhode Island, Connecticut. 

Middle Atlantic—Delaware, New York; Pennsyl- 
vania, New Jersey, Maryland, West Virginia. 
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Acme Beer 
Allied Florists 
American Distilling . 
American Oil Co....... 
American Packing Co. 
American Soda 
Anglo-Calif. Natl. Bk.. 
Anheuser-Busch, Inc.. 
Armour & Co ....... 
Asphalt Institute 
A. Te &' Se 8 


Atlantic Brewing 
Atlantic Refining 
PS” Saree 
P. Ballantine & Sons.. 
Bank of America....... 
Barloma Wines 
Belfast Spar. Water... 
oa +4 be aarta 
erkeley C. of C.......--4—(—|—-—|— 

Best Foods, Inc........ —le__- $8 
Blatz Brewing ......... 
eran O82. SA 
Browne Vintners Co... 
Bruck’s Beer 
Burger Beer 
ButterKrust Bread .... 
Cadillac 
Caldwell’s Rum 

Calvert Distillers 
Canada Dry 
Canfield’s Beverages . 
Carling’s Ale . 
Carnation Co., Seattle 
Cascade Ginger Ale ... 
Challenge Cr’m, Butter|—|—|—|—|—|— 
Chapin & Gore......... 
Chevrolet .. 
C. Bi Ne Welles? - ccs 


eee ae 
oe eeee 


oe eae 


come Racers ee & OSM 
se eee 


se ee eeee 


Clay Products Assn... 
Clyde Mallory Lines.. 
Coca-Cola 
Co'’onial-Beacon Oil Co 
Columbia stale J gaia 
Columbia Breweries 

Continental Oil 
Curtiss Candy Co...... 
Dawson Brewery 
De Soto 
Dr. Pepper 
Dodge . ‘ 
Double Cola 
Drewery’s Ale 
Edwards Coffee 
El, League of Utah . 
Elgin Watches 

Emerson Drug C 
Falls Ci Beer........ 
Falstaff Beer .......... 
Fehr rian 8 ‘2 
Feigenspan Brewing .. 
Fischer Meat Co....... 
Fisk Tires 
Florsheim Shoes ....... 
Fontana Foods 
Ford We iad tad PaO 
Fort Pitt Brewing..... 
Fox DeLuxe Beer..... 
Frankfort Distilleries 
Walter Freund Bread |— 
Frigidaire 
WwW. P. Fuller & Co Pe BUS BH ad 
Gardner ‘70’? Gasoline |—|—|—|— 
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Southern—Virginia, North Carolina, South Caro- 
lina, Georgia, Florida, Kentucky, Tennessee, Arkan- 
sas, Mississippi, Alabama, Louisiana. 
scenes Central—Michigan, Wisconsin, Ohio, Indiana, 

nois. 

West Central—Minnesota, Iowa, Missouri, North 
Dakota, South Dakota, Nebraska, Kansas. 


Southwest—Oklahoma, Texas, New Mexico. 
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Gebhardt Chili Powder 
General Brewing Corp 
General Electric ....... 
General Foods 
General Grocer Co 
General Insurors, Inc 
General Petroleum .... 
Gillette Safety Razor.. 
Oiesem C6... oa 
Gooderham & Worts... 
Goodyear Tires ........ 
Gordon’s Gin 
Grand Prize Beer...... 
Great Northern Ry ... 
Griesedieck Bros. Bry. 
Gruen Watches 
Gulf Oil Corp 
Theo. Hamm Brewing. 
H. 9. ei@en2 00 & v.. Fan. 
Hensler Brewing ..... 
Herz Candy Co....... i 
Holleb’s Canned Goods|—|—|— 4 

Hudepohl Brewing ....J—|—|— 

Hull Brewing 
Hutchinson Ice Cream|—|—/—|— 
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Iowa Light & Power. |—\—\—\—|@ 
Iron Fireman . ate 
Jelke Oleomargarine .. 

Keeley Brewing ...... 

Beuege 06.0: ea -~-@ 
Kilpatrick Bread ...... 
Kraft Cheese Co...... —|—|—|@ 
Krey Packing Co..... _~ 
Langendorf Bread 
Liggett & Myers 
Liebmann Breweries 
P, Lorillard Co % —| 
Lumberman’s Mut. Ins|—|—|—| 


Magnolia Petroleum . 
Mel-O-Toast Bread 

Miller High Life ...... 
Mission Bell Wine... 
Missouri Pacific 
Monarch Beer ......... — S 
Beeteee © GMIt .......,.. —|—|— 

Muehlbach Beer ...... 
oe el EE age 


National Refining ..... —}]—|— 
Nectar Beer ee oe 
New York Central ....J/—|—|— 
Noxzema Chemical .. 
Qnie Olt Cec icici. boa 
Oto POwer ow ek. —|—|—! 
Old Colony Beverages a 


Old Forester Whiskey |—|—|— 
Oldetyme Distillers . |@|@|— 
Olympia Beer 
Orange Crush 
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Paine Furniture 
Paramount Pictures 
Pan American Petrol 
Par T Pak 
Pearl Beer 
Pebbleford Whiskey .. a|— 
Pepsi-Cola... °°? ea “8 \- 
Pepsodent Antiseptic .. a 
Phillips Petroleum ....]|— —_— 
Piel Bros. Beer ; Ta | Pica lao 
Pillsbury Flour Mills |J—\—|\—|@\@\—|—l_'|@'e'@'!— 
Pittsburgh Brewing ne | je & 
Planter’s Nut Choc. Col—|\@|—|— —|@|e@|—|— 
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West—Washington, Oregon, California, Montana, 
Idaho, Wyoming, Nevada, Utah, Colorado, Arizona. 


The Outdoor Advertisin 
service of SIGNS of the 


Record is an editorial 
imes, rendered with as- 


sistance from outdoor advertising plant operators, 
agencies, and advertisers, whose cooperation makes 
it possible. 


New England 
Middle Atlantic 
Southern 

East Central 
West Central 


Rainier Beer .......... 
BUA Wit... s.. cc 
Red Rock Cola ........ 
Red Top Beer ......... 
Regal Amber Brewing. |—|—|—/—|—|— 
Remar Baking _...... 
R. ?: Reynolds Co..... 
Richfield Oil Corp ... 
Riverview-Damask.MI1k|—|—|—/|—|—|— 
Royal Crown Cola..... 
Ruppert Brewery 
Russell Ice Cream ... 
S & W Fine Foods ... 
Schenley a 
Tos. Schlitz Brewing . 
P vera: Coffee 
Schoenling Beer ...... 
Schulze» Baking 
Seagram Tikes or 
Sears, Roebuck _.. 
Seattie-ist Natl. Bank|——|—|—|—|— eee --—™ 
Semet-Solvay Coke .... 
Servel-Electrolux 

7 Up Beverage 
Shasta Water Co.......————/—|— x | 
Shell Products 

Sherwin-Williams 
Sieloff Packing ........ 
Signal Oil Co...........-——|——|—-|— 
Sinclair 
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Socony-Vacuum 
Somerset Importers 
Southern Cotton Oil Co]—|—|@|—|—|—|—|— 
Southwest Greyhound |J—|—|—|—|— 
Southern Pacific Lines|—|—|—|—|—|— 
Tohn P. Squire Co 
Standard Oil of Calif |—|—|—|—|—|— 
Standard Oil of Ind . 
Standard Oil of La . 
Standard Oil of N. J 
Standard Oil of Pa... 
Stroh Brewing 
Sunny Hill Wines 
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Supreme Wine Co..... 

eet Oe Ga, ge bix) be ae « 

Texas Co Let! aaa 

Tidewater-Asso. Oil .. 

Trans. Western Air.. 

Trommer Beer ........ 

Union Oil Co.......... 

United Air Lines . 

| Oe en reeg 

Utah Furniture Assn 

Vane-Calvert Paint .. 3 

Vess Beverage Co .... 

Virginia Dare Wine.. |—|—|—\@|—|— “IR —-——-- 

Wagner Waters_..... —|—|—|@|—|—_|-IN |— oid — 
algreen Drug Stores I—|\—|@|—|—|—|— —|—|— 

Hiram Walker, Inc... .|—\@|—|@\—'@ o- ee- 

Ward Baking . —|@|—|—|—|-|— ase — 

Wash. Distillers Wines|—|—|—|—|—|— eee -- 

Agee tage § & Frazier... —|—|—|—|— ae eae 
estinghouse........ kK |—|—|——|— te 

Wiedemann Beer ..... iI—'|_'||e'—'—_'|le'@ @'S' 

Willard Batteries .... —|—/—|—|-—|— a 

Willys Cars eee. H—--|—-|— ei 

Wilken Whisky ..... |---| 

Wilson & Co. —|—|— 

Woodmen of the Worldl—|—|@|—|—|@|— 

Wm. Wrigley, Jr., Co e_ea-——-l_-'ee-— 

Been wen oi. keke... i—|—/|_/@|—_|—'— rhe 

Zenith Radio ......... I-'e'|—|—|—|_|@1e@|—|—|-—'— 


aceon eames igi lt antennae 


Accounts, Agencies 


Borden Farm Products, New York; 
agency, Young & Rubicam, Inc., New York. 

Croft Brewing Company, Boston; agency, 
Badger and Browning, Boston. 

Eastern Airlines, Inc., New York; agency, 
Campbell-Ewald Company, New York. 

Eckhardt & Becker Brewing Company, 
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Detroit; agency, Batten, Barton, Durstine 
& Osborn, Chicago. 

Fairfield Farms Maple Company, St. Al- 
bans, Vt.; agency, O. W. McKennee Com- 
pany, New York. 

Forest City Brewery, Inc., Cleveland; 
agency, Albert Frank-Guenther Law, Inc., 
New York; product, Waldorf beer and ale. 

Gilbert Food Corporation, Webster, N. 


Y.; agency, Erwin, Wasey & Co., New York; 
product, Gilbert’s Natural apple juice. 

Huth & James Shoe Company, Mil- 
waukee; agency, H. C. Mulberger, Inc., Mil- 
waukee. 

Leibmann Breweries; agency, 
Rubicam, Inc., New York City. 

Pass-A-Grille Beach hotel, Pass-A-Grille, 
Fla.; agency, J. W. Pepper, New York City. 


Young & 
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Poster Patter 


Winners of Gude Awards. 


A. L. Bauers, vice-president, General Out- 
door Advertising Company and secretary of 
the O. J. Gude trophy fund committee, has 
announced the annual award of three prizes 
to winners of the O. J. Gude trophy fund 
competition for 1940. Each year, for many 
years, cash prizes have been given to 
G. O. A. employees for suggestions that will 
benefit the industry. First prize, $300, was 
awarded to T. E. Kashner, Oklahoma City 
branch; second prize, $200, to Clarence L. 
Sprague, New York; third prize, $100, 
George M. Tallon, Minneapolis branch; hon- 
orable mention, J. L. Hanna, Indianapolis ; 
Virginia A. Boyle, Washington; George E. 
Balcom, Kansas City; Clarence Benning- 
house, Minneapolis, and J. R. Coryell and 
T. E. Pyritz, Indianapolis. 


Now Outdoor Advertising Division. 


Daniel O’Connell, secretary, Outdoor Ad- 
vertising Association of New Jersey, reports 
that the association has been informed by 
the New Jersey tax commissioner that the 
“billboard division” of his department is 
being changed to “outdoor advertising divi- 
sion,” effective January 1. R. C. Maxwell, 
Trenton, N. J., represented the outdoor in- 
dustry in helping to bring about the elimina- 
tion of the obsolete term “billboard” from 
the name of the division. 


Poster ‘“‘Doubles.”’ 


Two accounts on the panels in December 
were poster “doubles.” R. J. Reynolds To- 
bacco Company had posting for Camel cig- 
arettes and for Prince Albert tobacco. Best 
Foods also had posters for two different 
products — Hellmann’s mayonnaise and 
Nucoa. 


Holiday Spirit Portrayed. 

A direct-color photo of a beauteous girl 
putting a frame of holly around a sign read- 
ing “Rheingold Extra Dry Lager Beer—Not 
Sweet” was featured in the December 
twenty-four-sheet for Liebmann Breweries, 
Inc. It was designed by Lord & Thomas 
agency and lithographed by Forbes. 


Tom Nokes, Jr., Enlists. 


Tom Nokes, Jr., salesman for O. A. L., 
New York, had the second number in the 
draft, so he volunteered to speed things up 
and was soon stationed at Fort Dix, N. J. 
He has since been transferred to a special 
unit at Fort Jay, Governor’s Island, New 
York, right at the doorstep of New York 
City. 

SIGNS of the Times welcomes news of 
other men in the industry who join the 
service, 


— 


Director of B. B. B. 

George Ripley, well-known manager of 
the General Outdoor branch in Atlanta, has 
been elected a director of the Better Busi- 
ness Bureau of Atlanta for the coming year. 
He. was also recently elected a director o 
the Northeast Section of the Associated 
Industries of Georgia. 


SIGNS of the Times 


SHEET METAL 
and all other steel produc 


and Sign sheets and all others from plain galvanized to the finest stainless are 
carried by Ryerson for Immediate Shipment. In addition, bars, angles, chan- 
nels, rivets, bolts, welding rod and all other steel products can be secured 
immediately from the one source. When you need steel—call Ryerson. 


There will be no waiting—no delay. 


RYERSON PRODUCTS INCLUDE: 


" ACRSo. SHEETS: Structurals Bars, Plates 
; EIN ] Panel and Sign Blue Annealed Channels, Angles Tubing 


Heavy Hot Rolled 
Stainless, etc. 


Bolts, Nuts 
Welding Rod, etc. 


JOSEPH T. RYERSON & SON, INC. Plants at: Chicago, Milwaukee, St. Louis, 
Cincinnati, Detroit, Cleveland, Buffalo, Boston, Philadelphia, Jersey City. 


RYERSON 


top Experimenting--- 


with photcgraphic formulae—use Super-Dura—a time proven material. 
The finest line or half-tone stencil completed, ready for the squeegee 
in less than thirty minutes with Super-Dura’s improved spirit sensitizer. 


Galvannealed Tees, Zees 


Copper Alloy Hoops, Bands 


No dark room necessary, expose with inexpensive photo flood bulbs. 


All photographic processes in one material—direct—indirect—and 
spirit sensitizer prepared sheets. 


Samples and Prices Sent Upon Request 


See your local Sherwin-Williams Graphic Arts Dealer or write direct to 


MV AYN AR STENCIL LABORATORIES 


15432 Lake Shore Blvd., Cleveland, O. 
e We also make Stencils for the Trade . . 


. - Write tor Samples and Price List © 


300..~ 


ENOUGH TO COAT 90 LBS. 
OF 12MM GLASS 


DELIVERED FREE IN U. S. A. 


WE'VE EXPAND —" 
WEVE REDUCED Ques iNESS! 


Se!" !CES! 
FEDERAL NEW IMPROVED 
LIQUID FLUORESCENCE 


THE ONE-COAT MIX 
WITH THE PATENTED BINDER THAT 
HOLDS THE POWDER FAST IN THE GLASS 


500cc .. . $7.25 


NT SUPERIOR BLUE 
BRILLIA 500cc.. . $9.50 


SIX DAZZLING WHITES 


FEDERAL FLUORESCENT CO., 
20 West 22nd St., N.Y.C. 
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SCREEN 
PROCESSORS 


You can meet your cus- 
tomers’ demands; can 
speed up production: 
produce highest type 
work; save time, elim- 
inate eye-strain and 
nerve strain and _ in- 
crease profits ... when 
-you cut your screens 
with either of these 
twins of screen process 
excellence. 


“NU-FILM 


“BLUFILM 


Nu-Film and Blufilm Sales 
have been steadily increas- 
ing ... both New Sales and 
particularly Repeat Sales. This 
is very gratifying for two rea- 
sons—it tells us that we have 
THE product—it indicates con- 
clusively that Nu-Film and 
Blufilm are helping to pro- 
duce processed signs and dis- 
plays which merit repeat 
sales. 


YOUR DEALER carries a 
stock of both NU-FILM 
and BLUFILM. Ask him 
for a free demonstration. 


*Reg. U.S: Pat. Of. 


56 West 22nd Street, New York City 


Process 


Buys Detroit Firm’s Assets. 

James S. Royse, vice-president, Thomson 
Symon Company, Terre Haute, Ind., spe- 
cialists in twenty-four-sheet reproduction in 
quantities, has purchased the assets of the 
Midwest Photoplastic Process Company, 
Detroit, and will move the company’s facili- 
ties to Terre Haute. Joseph E. Johnston 
and James C. Wells of the former Midwest 
company will join the Thomson Symon or- 
ganization in Terre Haute to continue the 
operation of the photoplastic process. 

The Thomson Symon company started 
construction of an addition to its building 
last month to provide 6,000 square feet of 
additional space. The addition was expected 
to be ready about January 1. Keith Symon 
is president of the Thomson Symon Com- 
pany, and W. M. Myers is secretary. 


Process In College. 

Under the guidance of Anthony T. Sta- 
vaski, instructor in printing in the graphic 
arts department of State Teachers College, 
California, Pa., during the past five years, 
several innovations have been introduced 
in graphic arts instruction. These included 
silk screening, photographic — silk-screen 
work, and dry-point and soft-ground etch- 
ings. The industrial arts work has been 
developed through efforts of Dr. Robert M. 
Steele, president of the college, and under 
the leadership of Professor Shriver L. 
Coover, head of the department. 


With American Screenprint. 

Walter Blank, for many years with W. P. 
York, Inc., Aurora, I1l., has been named pro- 
duction manager for the American Screen- 
print Corporation, Chicago. Orville A. 
Stewart, long associated with screen-process 
work, was placed in charge of the art de- 
partment for the same concern. These new 
additions to American’s personnel give this 
long-established firm an exceptionally well- 
balanced staff, according to John Key, presi- 
dent. 


Rich in Larger Quarters. 

Howard S. Rich, Springfield, Mass., has 
moved his screen-process studio to larger 
quarters at 44 Taylor street. Screen-proc- 
essed government postal cards were used in 
notifying customers and prospects of the 
move. 


Mackay in Larger Quarters. 

Mackay Displays, Inc., New York City, 
screen-processed displays, has moved from 
11 West Seventeenth street to larger quar- 
ters at 579 Eleventh avenue. George S. 
Flato is president and Andrew Mackay is 
secretary-treasurer. 


Buys Doulberry. Studios. 

Purchases of the plant and good will of 
the Doulberry Studios, screen-process firm, 
New York City, has been announced by the 
Bryan-Elliott Company, advertising displays, 
with executive and sales offices in the Gray- 
bar building, New York. Doulberry’s 
staff, known for its quality workmanship, 


has been retained, and the production plants 
of both companies have been combined at 
the former Doulberry studios, located at 
240 East Thirty-ninth street. Frank L. 
Doulberry has retired from business because 
of ill health. 


Display 
Colonial Displays, Inc., Formed. 

A new firm, known as Colonial Displays, 
Inc., has been formed in Cleveland, by John 
J. Katzenmeyer, who formerly operated the 
Colonial Displays Service Company; George 
W. Smith, who has been operating Addis & 
Smith, Inc., at 8828 Broadway, Cleveland, 
and Roy C. Mansur. The new firm is at 
5606 Euclid avenue, the quarters which were 
occupied by the former Colonial Displays 
Service Company, and will produce all 
forms of commercial sign, display, screen- 


process advertising, and wall and roof bulle- 
tins. 


Big Christmas Season. 

Don R. Bartels, who recently opened a 
display studio in McAllen, Texas, reports 
he had a very busy and profitable Christmas 
season. Bartels operates a sign and dis- 
play service, and stocks a variety of display 
and theatrical supplies in servicing the 
lower Rio Grande Valley in Texas. 


‘Fantasia’ Display Preview. 

W. L. Stensgaard & Associates, Inc., Chi- 
cago, held a preview of their-new “Fantasia” 
promotion displays, for which they have ob- 
tained display rights, at their New York 
offices on December 19. The displays are 
to be used by merchants in connection with 
Walt Disney’s new full-length color film. 


New Los Angeles Office. 


Decla Sales Company, West Coast sign 
supply firm, has moved its Los Angeles 
office from South Main street to 2515 La 
Salle avenue. The firm also operates offices 
in San Francisco, Portland, Seattle, and 
Tacoma. A. W. DeVeau is vice-president. 


Production Plant Established. 

C. V. Trafton, Inc., industrial designers 
with office in New York City, have estab- 
lished their own production plant in Mt. 
Vernon, N. Y. 


Will Move on February |. 

Colorvision Ads, Inc., New York, now at 
224-250 West Forty-ninth street, will move 
on February 1 to 333 West Fifty-second 
street. Mortimer Norden is sales director. 


JOIN THE CROWD 


Pictures of some 300 men and women 
artists have thus far appeared in the 
“Among the Artists” department of 
SIGNS of the Times (see page 66). If 
you weren’t among them and are quali- 
fied to be, send in a good, clear picture 
of yourself, preferably of you at your 
work. 
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A “PAGE FULL” of GOOD BOOKS for the SIGN and 
DISPLAY ARTIST 


Its chapters cover the Art, Use,, Care “AIR BRUSH ART’ 


. ing Pp pr ics ne 1% fe want Ww K d 1 

alue Scale, Using Color; Air Brush- 

ing Drills; the Cylinder and Cone, By George : ade 

Cube, Sphere, Prism, Many Sided 

Solids, Indented Surfaces; Air Brushed Lettering, Displays, Signs, Exhibit Settings, Portraiture, 
Human Head, Eye, Mouth, Nose and Ear, Hair, Portrait Backgrounds, Fashion Illustrations and 
Accessories, Textures; Air Brushed Illustrations of Products, Furniture, Monuments, Surface 
Representation, Sketching, Murals, Retouching, Tinting and Flocking. 


De Luxe bound in black and orange, 8xil, 192 pages, 40 chapters, mere than 130 illustrations 


and drawings. 
$3.00 Postpaid 


Utilizes type design as a working "MODERN BRUSH LETTERING’”’ 


basis for brush lettering, renders it 


possible for letterer or art director to 
select hand lettering to harmonize with By Harold Holland Day 


prevalent typography. 


De Luxe cover in orange and black, 11x8%, 88 pages, carries 35 modern alphabet plates; 30 
chapters on commercial lettering, 16 pages of modern displays. 


$3.00 Postpaid 


| : ‘scien eROceRS — Mr. Hiett, an authority on Screen “SCREEN PROCESS PRODUCTION” 


PRODUCTION | | Bag Pons oe everything 7 0 H L Hi 
‘ . — o know about screen process—all meth- : 
aden ek ods—on all surfaces. Among its chap- By erry. ett 

— ters are: The Well Equipped Plant; 
Accessory Production’ Equipment; Screen -Plate Preparation -including Phetographic, Carbon-. 
Tissue and Other Methods; Color Making and Mixing; Processing Twenty-Four Sheets, Decal- 
comanias, Fabrics, Metal, Glass, Wood and Other Materials; Management; Sales; Estimating 
and Patent Information. 


De Luxe cloth cover in burnt orange and black, 64x94, 256 pages, 44 chapters, 110 illustrations, 


completely indexed. 
$3.00 Postpaid 


This popular 240-page book, 10%x8 “SHOW CARD LAYOUTS” 
inches in size, de luxe cover in red, 
lettering in white, 81 chapters of text, By H. c Martin 


94 full page plates, covering every 
phase of show card layouts and their 
color schemes. 


A very practical feature of Martin’ss SHOW CARD LAYOUTS is its topical index which 
enables the artist to instantly locate the style of layout and color scheme desired. 


Its 1,000 illustrations of show card layouts render it a valuable reference work for the profes- 
sional as well as a guide to the novice. 


Comprises practical instruction on general theory, letter styles and construction, layout and 
composition, catch lines, shop tricks, color notes, the business side of studio operation, adver- 


tising, etc. 
$5.00 Postpaid 
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SIGNS OF THE TIMES (Book Dept.), Cincinnati, Ohio. 
Enclosed please find 


[] $3.00 for one copy of “Air Brush Art’ postpaid. 

[] $3.00 for one copy “Modern Brush Lettering” postpaid. 
[] $3.00 for one copy ‘“‘Screen Process Production” aaa 
] $5.00 for one copy “Show Card Layouts”’’ postpaid. 


Purchasers living in Ohio add 3% Sales Tax. To get a year’s subscription with 
any of the above books add $2.00 in the United States, U. S. Possessions 
and Pan-American countries; $2.30 in Canada; $3.00 Foreign. 


Your Request Will Bring Our 


Complete Catalog of Books 


rr 
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DIRECTORY OF SIGN ERECTION 
AND MAINTENANCE CONCERNS 


1. Indicates firms equipped to secure space 
for and place in their city advertising 
signs furnished by national concerns. 

2. Indicates firms equipped to service such 
signs. 

3. Indicates firms equipped to secure space 
for and place outside their city advertis- 
ing signs furnished by national concerns. 

4. Indicates firms equipped to service such 
signs. 

5. Indicates firms interested in receiving 


orders to erect commercial and electric 
signs in their city and territory from 
concerns outside of their city. 


6. Indicates firms operating an_ electric 
sign maintenance service. 

7. Indicates firms operating a neon sign 
maintenance service. 


8. Indicates firms that do sign erecting ex- 
clusively. 
9 


. Indicates firms carrying Property Damage 
and Liability Insurance. 


Figures in parenthesis indicate population of territory served. 
Listings—$5.00 per Year. Advertising Rates on Request. 


Alabama (2,646,248) 


Birmingham—259,678. Dixie Neon, Inc., 1522 Third 
Ave., N.  1-2-3-4-5-6-7-9. 

Mobile—78, 324. Gulf Coast Sign Co., St. Francis at 
Joachim. 5-7. 


Arizona (435,833) 


Phoenix—#8,118 (119,676). Imler pe Works, 536 
; Washington "St. 1-2-3-4-5-6-7-9. 

oo Sign Co., 1218 S. Central Ave. 1-2-3-4-5-6-7-9. 

yers-Leiber Co., 525 W. Monroe St. 1-2-3-4-5- 


Arkansas (1,854,482) 


Fort Smith—35,000. Fort Smith Sign & Neon Co., 
101 N. 8th St. 1-2-3-4-5-6-7. 
Little Rock—81,679. Ark. Sign & Neon Co., 706-10 
Broadway.  1-2-3-4-5-6-7-8-9. 
_ John P. Baird, 600 W. Markham St. 1-2-3-4-5-6-7. 


California (5,677,251) 


Sacramento—93,750. Electric Sign Service Co., 817 
12th St. 1-2-3-4-5-6-7. 


Connecticut (1,606,903) 


Bridgeport—146,716. Claude Neon of Connecticut, 
Inc., 1712 Fairfield Ave. 1-2-3-4-5-6-7-9. 

Norwich—32,438. Ace Neon Displays, 299 Franklin 
St. 1-2-3-4-5-6-7-9. 


Delaware (238,380) 


Wilmington—106,632.. Harting Sign Co., 509 Shipley 
St. 2-4-5-6-7. 


District of Columbia (486,968) 


ides ia, cig en 8 Beacon Sign Co., Inc., 57 N. 
St., N. W.  1-2-3-4-5-6-7-9, 
Regal Wey Sinan, Inc., 921 Florida Ave., N. W. 
1-2-3-4-5-6-7 


Florida (1,468,211) 


Tampa 334. Herrick Neon Sign & Supply Co., 
110 E. Buffalo St. 3-4-5-6-7. 


Illinois (7,630,634) 


Chicago—3,376,438.. Acme-Wiley Signs, Inc., 457 N. 
Racine St. 1-2-3-4-5-6-7. 
Federal Electric Co., 8700 . State St., 225 N. 
Michigan Ave. 1-2-3-4-5-6-7-9 
Neon Engineering Co., 1059 E. 76th St. ert S 4) 
East St. Louis—75,469. G. A. Levy & Co., 320 N. 
7th St. 1-2-3-4-5-6-7-9. 
Elgin—35,912. Libby Neon Products Co., 1107 Dun- 
dee Ave. Sal ear -7-9. 
Galesburg—28,702. & M. Lustrolite Corp., 208 S. 
Seminary St. fg ey, 


Indiana (3,238,503) 

Fort Wayne—114,946. The Brinkman Corporation, 
Clay & Superior Sts. 1-2-3-4-5-6-7. 

Indianapolis—364,061. Federal Electric Co., 538 N. 
Meridian St. 1-2-3-4-5-6-7-9. 


Iowa (2,470,939) 


Davenport—60,751. Boy Hansen Sign Co., Front & 
Gaines St.  1-2-3-4-5-6-7-9. 

Dubuque—41,679. Ace Sign Builders, 815 Main St. 
1-2-3-4-5-6-7-9. 

Sioux City—79,183. Kern Advertising Co., 310 Vir- 
ginia St. 1-2-3-4-5-6-7. 


Waterloo—50,889. Beg Sign Service, 522 Lafayette 
St.  1-2-3-4-5-6-7 


Kansas (1,879,946) 


Topeka—64,005. Hinkson-Crawford Advertising Co., 
515-19 N. Kansas Ave.  1-2-3-4-5-6-7. 
Neon Tube Light Co., 906 W. 6th St. 1-2-3-4-5-6-7. 
Wichita—110,039. Rich Signs Company, 1801-7 E. 
2nd St. 1-2-3-4-5-6-7, 
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Kentucky (2,614,589) 


Louisville—307,808. Federal Electric Co., 706 S. 
aii St. 1-2-3-4-5-6-7-9, 

. Wabnitz-Sign Co., Inc., 551-553 S. Shelby 

St. 1-2-3-4-5-6-7. 


Louisiana (2,101,593) 


Lake Charles—15,791. Pelican Sign & arene Mfg. 
Co., 830-832 Front St. 1-2-3-4-5-6-7-8-9 

New Orleans—458,762. Claude Neon Federal Co., 
730 St. Charles St. 1-2-3-4-5-6-7-9, 


Massachusetts (4,249,614) 


Boston—787,271._ Electric Sign Maintenance Co., 
Inc., 325 Columbus Ave. 2-4-5-6-7-9. 
ary? " Neon Service, 87 Northampton St. 2-4-5- 
Pittsfield—49,675. levies Sign Service, 50 Colum- 
Ave. 1-2-3-4-5-6-7-9, 


bus 
Springfield—149, 642 (325, 736), Radding Sign Service, 


Broadway. 1-2-3-4-5-6-7-9, 
Worcester—199,311. Murhall Advertising Co., 86 
Foster St. 1-2-3-4-5-6-7-9, 


Michigan (4,842,280) 
Detroit—1,573,985. Walker & Co., 88 Custer St. 1-2- 
3-4-5-6-7-9, 
Walker & Co., 2711 N. Saginaw St. 


Flint—156,491. 
1-2-3-4-5-6-7-9, 

Grand Rapids—168, 592. Walker om Co., 102-104 La 
Grave Ave., S. E. 1-2-3-4-5-6-7-9 

Saginaw—80,715. Walker & Co., 823 S. Washington 
Ave. 1-2-3-4-5-6-7-9., 


Minnesota (2,563,953) 


Duluth—101,463. ras Electric Co., 211 Fargusson 
Bldg. 1-2-3-4-5-6-7-9 
Twin Ports Sign Co., ” 206-8 W. Ist St. 5-6-7-9. 
M-L Sign Co., 310 First Ave., 


Faribault—12,767. 
N. W. 1-2-3-4-5-6-7, 
Minneapolis—464, 355. Federal Electric Co., 3008 
University Ave., S. E. 1-2-3-4-5-6-7-9. 
—e Sign Service, 2406 5th Ave., S. 1-2-3-4-5- 
Nordquist Sign Co., 312 W. Lake St. 1-2-3-4-5-6-7-9. 
Q. R. S. Neon Mfg., Inc., 2909-11 E. Franklin Ave. 
1-2-3-4-5-6-7-9, 
St. Paul—271,418. Lawrence Sign Hanging Service. 
118 W. Central Ave. 2-3-4-5-6-7. 


Mississippi (2,069,821) 


Jackson—48,282 (4,800,000). 


Mississippi Outdoor Dis- 
plays, Inc., Yerger St. 


1-2-3-4-5-6-7-9, 


Missouri (3,629,367) 


Kansas City—399,746. Claude .Neon Federal Co., 
1701 Grand Ave. 1-2-3-4-5-6-7-9, 
oa ge en ene Sign Hanger. 1522 Montgall Ave. 


St. Louis—822,032. G. C. Kirn Adv. Co., 2737-41 
Washington Blvd. 1-2-3-4-5-6-7-9, 
Geo. J. Simon, 1511 Montgomery Bt. £8 


Montana (537,606) 


Bozeman—6,818. Lake Brilliant Signs, 209 W. Main 
St. 1-2-3-4-5-6-7-8. 

Butte—39,540. Butte Neon Outdoor Adv. Co., 401-3-5-7 
S. Main St. 1-2-3-4-5-6-7-8. 

apie <0 Yio te Outdoor Bulletins, P. O. Box 241. 
1-2-3-4 


Flashes 


Handling Commercial End. 

Daly Neon Sign Company of Millwood, 
N. Y., has received so many requests for 
commercial work by regular customers, ac- 
cording to Martin V. Daly, that Arthur C. 
Garvey has been engaged to handle the com- 
mercial end of the business. 

Daly’s plans for the future call for the 
installation of his own tubing plant and the 
purchase of another truck. His business, he 
reports, has shown a definite up-trend, and 


he looks forward to a very busy and profit- 
able 1941. 


Ordinance in Effect. 

Palm Beach’s ordinance change affecting 
projecting signs went into effect on Decem- 
ber 16. It reads that ‘“‘no sign shall be 
erected or supported over any public street 
or sidewalk, in the town of Palm Beach, 
this to include painted signs on awnings.” 
The change was recommended to the town 
council by the Palm Beach Art Commission 
and the town’s Building Department, for 
which Edward Ehinger is inspector. 


Growing Canadian Company. 

December 1 was moving day for Outdoor 
Neon Displays, Ltd. of Toronto, when 
larger premises purchased by the company 
were occupied at 1870 Davenport road, 
Toronto, to accommodate its growing busi- 
ness. The former location was on King 
street. The new quarters include a modern 
display room and vastly improved facilities 
for producing luminous-tube products in a 
minimum of time. 


Big Job Going Up. 

W. A. “Watty” Thompson, president, Out- 
door Electric Advertising, Inc., Dallas, re- 
ports that a large installation by his com- 
pany was being erected in Fort Worth last 
month. It contains a 10-foot thermometer. 


It measures 50 by 25 feet and advertises 
Mrs. Baird’s bread. 


Fire Necessitates Move. 

A fire that completely destroyed its plant 
at 503 Monroe avenue, Grand _ Rapids, 
caused the removal of the Gall Neon Sign 
Company of that city to 509 Monroe avenue, 
where operations are again on a regular 
schedule with completely modern facilities. 
John Gall heads the firm. 


Starts New Plant. 

L. M. DeHart, formerly with the J. C. 
Ham Company, Grand Rapids, Mich., has 
started the Grand Traverse Neon Sign Com- 
pany at Traverse City, Mich. The firm will 


‘ produce luminous-tube signs and will oper- 


ate a sign erection and maintenance service. 


Hoyte Colbert. 


Richard Dodson, Modern Neon Sign Com- 
pany, 506 North Grant avenue, Odessa, 
Texas, is seeking information as to the 
whereabouts of “Hoyte Colbert,” tall, dark, 
slender, believed to be in Texas, New Mexi- 
co, or Arizona, and driving a yellow 1938 
Oldsmobile sedan. 
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Bulletin Bits 


Balton Plant Remodeled. 

Ralph J. Balton, Balton & Sons, Memphis, 
Tenn., who had been confined to his home 
because of illness for six weeks, left for 
Florida on December 13. He plans to stay 
there for two or three months. 

Balton reports that business has been very 


good recently and that contracts have in- 
cluded a considerable number of theatre in- 


stallations. The Balton plant was recently 
extensively remodeled inside and out and now 
occupies about four times the space of the 
original plant. 


In Calvert Campaign. 

Oliver Langan Advertising Service, St. 
Louis, participated in the national “flash” 
outdoor advertising campaign of Calvert 
Distillers Corporation during November by 
placing the Calvert copy, “Calvert ‘Special’ 
—Largest Selling Whiskey in the World!” 
on four attractive structures in St. Louis— 
at Delmar and Spring, at 4147 Lindell, at 
Natural Bridge and St. Louis, and at 908 
South Vandeventer. 


Construction Man Injured. 

Robert Schneider, 26, construction man 
for the Central Outdoor Advertising Com- 
pany, Cincinnati, suffered a head injury on 
December 18, when a piece of steel fell on 
him during the construction of an outdoor 
display. He was first treated at the Bethesda 
hospital, but was removed to his home sev- 
eral days later where he is now recovering. 


Seeking Harold Horne. 


Mrs. Joseph Reichert, 787 McDonough 
street, Brooklyn, N. Y., seeks the present 
address of her father, Harold Horne, who 
left in July, 1938, to join an outdoor adver- 
tising firm in Ohio. 


FLUSH MOUNTED —— 


Designed for Outdoor 
Signs and Display pur- 
poses. Many types and 
sizes. Send for New 
Catalog and low prices. J 


All Clocks Guaranteed. }\¥ 


All American Clock Co. ' 


3627 S. HALSTED 
CHICAGO 


LibertiS=SHEAR 


Here’s speed, versatility, accuracy, efficiency that 


saves time and labor in cutting all metals, plain 


or intricate shapes. Write for bulletins. 


LIBERT MACHINE COMPANY 


Green Bay - Wisconsin 
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New Jersey (4,028,027) 


Newark—442,337. American Luminous Sign Co., Inc., 
114 Central Ave. : 
Broadway Maintenance Se 92 Frelinghuysen 
Ave.  (4,028,027.) 2-4-5-6-7-9 
G. G. Vanderbilt & Co., 351 Halsey St. 5-6-7-8-9. 
Paterson—138,267. Federal Advertising Corp., 177 
Gould Ave. 5-6-7. 


New York (12,588,066) 


Albany—127,358. Leon Neon 
Broadway.  1-2-3-4-5-6-7-9, 
Amsterdam—34,817. Leon Neon oo Corp., Upper 

Guy Park ‘Ave. 1-2-3-4-5-6-7-9 
Kingston—28,088. Leon Neon Service Corp., 588 
Broadway. _1-2-3-4-5-6-7-9. 
Monticello—3,450. Leon Neon Service Corp., 89 
Broadway, Newburgh. 1-2-3-4-5-6-7-9, 
Neoware tier Newark Sign Service, Pollock Bldg. 
1-2-3-4-5-6- 
Newburgh—31,275. Leon Neon Service Corp., 89 
Broadway.  1-2-3-4-5-6-7-9. 
New York City—6,930,446. Broadway Maintenance 
Corp., 47-47 35th St., Long Island City. 2-4-5-6-7. 
Niagara Falls—84, 710. General Advertisers Service, 
Inc., 551-553 6th St. 1-2-3-4-5-6-7-9, 
Sygirrr sie—40,288. Leon Neon Service Corp., 7 
 ilarket St.  1-2-3-4-5-6-7-9. 
Servicenter_ Neon Sign Co., 26-28 Orchard Place. 
1-2-3-4-5-6-7- 
ons 2 amt ,132. A. J. Aronson, 11 Mathews St. 
2-4-5-6 


Service Corp., 398 


North Carolina (3,170,270) 


Asheville—50,193. Asheville Sign Service, 264 Bilt- 
more Ave. 1-2-3-4-5-6-7-9. 

Winston-Salem—75,274. Coe & Hartman Signs, 876 
N. Liberty St. 1-2-3-4-5-6-7-9. 


Ohio (6,689,837) 


Akron—253,653. Bellows-Claude Neon Co., 861 E. 
Tallmadge Ave. 1-2-3-4-5-6-7, 

Canton—105,524 (300,000). McQueen Sigs -, Adv., 
Inc., 136 W. Tuscarawas St. 1-2-3-4-5-6-7 

Cincinnati—451,160. Federal Electric Co., 2512 Gil- 
bert Ave. "1-2-3-4-5-6 -7-9, 

Cleveland—900,430. Bellows- re bs Neon Co., 3334 
Prospect Ave. 1-2-3-4-5-6- 

Columbus—290,564. Gustav Hirsch Organization, 209 
S. Third St. 5-6-7. 


= ae ae Sign Co., 1932-34 So. High St. 
mer 9 F. Yoerger Sign Co., 62 E. Long St. 2-4-5- 
ae wid Point—344. Morgan Neon Signs.  1-2-3- 


Youngstown—182,000. Jenkins Sign Service Co., 1830 
Market St. 1-2-5-6-7-9. 
ier 9 uty Installation Co., 381-383 Arlington St. 


Pennsylvania (9,640,802) 


Allentown—92,052 (350,000). Buckalew Sign Service, 
526-28 N. Seventh St. 1-2-3-4-5-6-7. ; 
Harrisburg—80,284. Flexlume Neon Sales & Service, 

1247 Market St. 1-2-3-4-5-6-7-8. 
Lancaster—60,596. Dorwart Signs, James & Mul- 
berry Sts. 1-2-3-4-5-6-7. : 
Philadelphia—1,950,961. Federal Electric Co., 128 S. 
19th St. 1-2-3-4-5-6-7-9. 
Pittsburgh—669,742. Electric Sign Service Co., 1 
Penn Ave.  1-2-3-4-5-6-7-8. 
Reading—110,289. Hen Johnston, Inc., 30 Penn Ave. 
1-2-3-4-5-6-7-8. 
Harry F. Ramey, 1112 Chestnut St. 1-2-3-4-5-6-7-8-9. 
Schuylkill Haven—6,510 (250,000). National Out- 
cea Advertising Co., Inc., 425 E. Main St. 
1-2-3-4-5- 
Wier ae ,695 (210,000). Ealer Signs, 215 Pine 
t. 1-2-3-4-5-6- 


Rhode Island (687,497) 


Central Falls—25,928. A. Mandeville Sign Studio, 
146 Summer St. 1-2-3-4-5-6-7. 


South Carolina (1,738,765) 


Greenville—29,081. Arrow Sign System, 24 E. Court 
St. 1-2-3-4-5-6-7-9. 


Tennessee (2,616,556) 


arastsor 2 Post Sign’ Co; 


706 State St. 
Balton & Sons, 169 Gayoso St 
Nashville. 153, 866. Nashville Neon Sign Co., 1714 


West End Ave. 1-2-3-4-5-6-7-8. 
Post Sign Co., 410 Commerce St. 1-2-3-4-5-6-7-9. 


Texas (5,824,715) 


Corpus Christi—27,741. S & E Neon System, 319 
S. Water St. 1-2-3-4-5-6-7, 


eee ire ,475. Federal Electric Co., 1902 Field St. 
is camamn-cae 352. Konetel Electric Co., 700 Waugh 
Drive. 1-2-3-4-5-6-7 -9 


San Antonio—231,542., General Neon Advertising 
Co., 800 Lexington Ave. 1-2-3-4-5-6-7-9. 
hae 000. Tyler Neon Co., 830 W. Irwin St. 


Vermont (359,611) 


Burlington—24,720. Radding —_ Service, 9 Me- 
chanics Lane. 1-2-3-4-5-6-7-9 


Virginia (2,421,851) 


Bristol—20,845. Stanford Adv. Corp.  1-2-3-4-5-6-7. 
Richmond—182,883. Beacon Sign Co. of Virginia, 
214 West Broad St. 1-2-3-4-5-6-7-9. 
Saree a Company, 508 W. Broad St. 1-2-3- 
Roanoke—69,096. Stanford & Inge, Inc., 1017 Shen- 


andoah Ave., N. W._ 1-2-3-4-5-6-7-9. 


Washington (1,563,396) 


Tacoma—106,885. Coast Neon Displays, 1121 Com- 
merce St. 2-4-5-6-7-9. 


West Virginia (1,729,205) 
Fairmont—35,159. Ahern Advertising Corp., P. O. 
Box 246. 1-2-3-4-5-6-7-8-9. 


Wisconsin (2,939,006) 

Appleton—25,262. Appleton Neon Sign Company, 
P. O. Box 223, 1-2-3-4-5-6-7-8-9. 

Milwaukee—578,249. Federal Electric Co., 1444 N. 
Water St. 1-2-3-4-5-6-7-9. 


Wyoming (225,565) 
Cheyenne—17,361 (225,565). Prairie Advertisers, 419 
W. 17th St. 1-2-3-4-5-6-7-8-9, 


HARDWARE 
FOR SIGN Moietealieso: 


We are headquarters for Turnbuckles, Eye- 
Bolts, S-Hooks, Wire Rope Clips and Thimbles, 
Lag Bolts, Expansion Shields, Wall Angle 
Brackets, Etc. Here is ‘WHERE QUALITY Ts 
HIGHER THAN PRICE.” Let us supply your 
needs. Write for Bulletin S-520 and price list. 


EDWARD W. DANIEL CO. 


4053 St. Clair Ave. Cleveland, Ohio 


J UBE BLACKOUT PAINT 


Will not flake or burn off. Covers with one 
stroke, fast drying, 50c per Pint, in Lots of 6 


FLUORESCENT TUBING 
10 to 15 Mil. Green 40c Lb. 


FP LUORESCE NT Materials 


} COATING MACHINES 
LUMI-TONE } FLUORESCENT MIXES 


FRA NCE TRANSFORMERS 


ASK FOR PRICES 


E CONOMY NEON SUPPLY CO. 


1697 PARK AVE., NEW YORK CITY 


HERE’S PROOF 


OF THE VALUE OF LISTINGS IN 
THIS DIRECTORY 


75% of Firms represented 
regularly over 1 year 


60% over 2 years 37% over 4 years 


43% over 4 years 28% over 5 years 
26 firms are in their sixth 
year—others up to 10 years! 


START YOUR LISTING NOW! 
Rate—Only $5.00 Per Year 
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Rntaieeniithints timed 


Opportunity Exchange 


VVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVYVVVVVVVVVVVYVYVVYVYVVVY 


Sign Dealer—Agent 
or Distributor 


To sell to CITY and TOWN 
officials, on liberal commission 
basis, Street Signs and Equip- 
ment, Traffic Regulating Signs, 


Reflector Signs, etc. 


MUNICIPAL STREET 
SIGN CO., INC. 


777 MEEKER AVE. 
BROOKLYN, N. Y. 


REPRESENTATIVES WANTED 


A new sensational “ROTO-AD’— 


a motorless multi-color motion 
window and counter display. Re- 
tails for $1.50, 


Bperial advertising messages, suit- 
able to advertise any product. Cost 
of operation, one cent for 12 hours. 
It is fool proof, nothing to go out 
of order. Several models. Excep- 
tionally low prices in quantities. 
Must have a following, state ex- 
perience, past employment and ter- 
ritory covered. 


Address “ROTO-AD” 
Care SIGNS OF THE TIMES 
175 5th Avenue, New York City 


POSITION WANTED 


Capable sign man, first-class sketch 
artist, pattern maker, tube bender, 
pumper, cards, bulletins, posters or 
displays, etc. arried, reliable, 
Prefer South. Permanent. 
Address “Box 102’ 
Care SIGNS OF THE TIMES 


SALESMAN WANTED—All around 
screen process salesman with good 
contacts for reliable well-estab- 
lished house with efficient produc- 
tion facilities. 
ARTISTIC SPRAYING & 
PAINTING CO. 


87 Greene St. New York City 


OPPORTUNITY FOR 
EXPERIENCED SCREEN 
PROCESS MAN 
living in New York City 


to represent as salesman large 
nationally known paint manu- 
facturer in New York and 
Philadelphia. Drawing account 
against commissions. 


Address “Box 103” 
Care SIGNS OF THE TIMES 


Position Wanted—Tube bender and 
pumper with years of actual work- 
ing exp. wants steady job. Healthy, 
draft exempt and will go anywhere 
with reliable shop, large or small. 


Address E. D. HOFFMAN 
490 Guerrero St. 
San Francisco, California 


WANTED—An excellent opportun- 
ity open for one experienced in 
knowledge of pumping and manu- 
facturing of hot cathode fluorescent 
tubes. Explain experience in detail. 
All correspondence confidential. 


Address “Box 100’ 
Care SIGNS OF THE TIMES 


WANTED 


Neon Sign Salesman for boom- 
ing town of eighty thousand 
people. 

LAMAR ADV. CO. 
Box 30 Baton Rouge, La. 


WANTED 
Poster Plant with 35 to 50 
panels with Association mem- 
bership or small Bulletin plant. 
Address “Box 107” 
Care SIGNS OF THE TIMES 


WANTED 


Neon tube bender and pump 
man to start with us at once. 
Year round good proposition 
for the man accepted. Must 


be experienced and sober. 


Write 


Harrell Sign Company 
Box 863 Raleigh, N. C. 


POSITION WANTED 


Combination wall, bulletin and 
commercial man. Twenty-five years 
in game, but still keeping modern. 
Sober, dependable; go anywhere; 
state salary. 


Address “Box 101” 
Care SIGNS OF THE TIMES 


WANT SOMETHING? 
Use the 
OPPORTUNITY 
EXCHANGE 


SCREEN PROCESS EXPERT 


A pioneer of 20 years’ practical ex- 
perience in all phases and methods. 
A time and money saver as organ- 
izer and manager of complete plant 
or dept. Best refs. Go anywhere. 


Address “Box 106” 
Care SIGNS OF THE TIMES 


WANTED 


Neon Tube Bender, preferably 
one with selling or service 
work experience. 


Address “Box 108” 
Care SIGNS OF THE TIMES 


WANTED 
NEON 
SIGN SALESMAN 


who can produce. Drawing 
account to the right man. 


The American Sign Co. 
1911-27 W. Eighth St. 
Cincinnati, Ohio 


WANTED 


Glass Blowers and Pump Men 
for steady work. Large reli- 
able company in the South- 
west. State qualifications and 
salary desired. Unless sober 
and reliable do not answer. 


Address “Box 104’’ 
Care SIGNS OF THE TIMES 


WANTED 


A ten foot bending brake: sec- 
ond hand, but in good condi- 
tion. Frank H. Fischer, 317 
Commerce Bldg., Atlantic City, 
Bae 


WANTED — First-class, all-around 
commercial sign man, capable of 
executing gold leaf, office lettering 
and saleable cards for shop that 
handles full variety of commercial 
sign work and neon signs. Steady 
work. Last man worked 4 years. 
Southern city. Address “Box 105” 
Care SIGNS OF THE TIMES 


To Answer a “Keyed” Want-Ad, place letter in envelope, stamp it and place key on corner of en- 


velope. 


Place this envelope inside another and mail to SIGNS of the Times. On arrival, inside 


envelope will be addressed and mailed to advertiser. To save postage—when more than one ad is 
answered, place all stamped, keyed envelopes in one envelope addressed to SIGNS of the Times. 


USE THE OPPORTUNITY EXCHANGE 


POSITIONS WANTED 
WORKMEN WANTED 
SALESMEN AND AGENTS WANTED 


1” x 1 column... . $2.00 
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\” x 2 columns.. . $4.00 
CASH WITH COPY 


FEBRUARY OPPORTUNITY EXCHANGE FORMS CLOSE JANUARY 28 


USED EQUIPMENT WANTED 
USED EQUIPMENT FOR SALE 


BUSINESS FOR SALE 


2” x 1 column... . $4.00 


2” x 2 columns 


. $8.00 


JANUARY, 1941 


Would Impose Federal Tax 


An anti-advertising bill presented to Con- 
gress on December 9 by Representative Jerry 
Voorhis of California offered as a means 
“to provide funds for the national defense; 
prevent avoidance of taxes by unlimited in- 
vestment in advertising; control uneconomic 
advertising expense engaged in by liquor, 
tobacco and luxury trades; to discourage 
advertising on the public highways, and to 
derive revenue therefrom; and for other 
purposes,’ carries a provision for an an- 
nual excise tax of $1 for each display, and 
a “license” tag on each display showing 
that the tax has been paid. 

The bill, H. R. 10720, has been referred to 
the house committee on ways and means. 
All forms of advertising would be affected 
by the bill if it should be eventually enacted. 
However, those close to the situation be- 
lieve that the bill, or anything similar to it, 
will meet with considerable opposition if it 
comes up at the next session of Congress. 


Court Action Pending 


As the result of a recent decision of the 
Supreme Court of the United States it will 
in all probability be necessary for the lit- 
igants in the case of C. E. Stevens Company, 
Portland, Ore., and others against Foster 
and Kleiser Company and others to go to 
trial. The action is pending in the District 
Court of the United States for the Western 
District of the State of Washington, in the 
Northern Division. 

This litigation involves the alleged viola- 
tion of the provisions of the Sherman anti- 


trust law and the plaintiffs are claiming 
that Foster and Kleiser Company and others 
have created a trust in the poster business 
on the West Coast and are seeking triple 
damages in the sum of $1,500,000 by reason 
of such claimed restraint of trade. The de- 
fendants claim that their business is merely 
intrastzte and that by reason thereof the 
Sherman act does not apply to them. 


Retires from Agency 


Fred T. Weeks has retired from the presi- 
dency of Brewer-Weeks Company, San 
Francisco, to join his family’s business in 
New York, the Weeks Stevedoring Com- 
pany. He is succeeded as president by W. 
A. Brewer, formerly secretary-treasurer, and 
co-founder with him of the agency in 1933. 
Mildred M. Bieg becomes secretary; K. J. 
Beaver, senior account executive, and Sarah 
C. Brewer, treasurer. Weeks is a former 
president of the Pacific Association of Ad- 
vertising Agencies. 

The agency handles outdoor advertising of 
Berkeley Chamber of Commerce, Fontana 
Food Products Company, and Shasta Water 
Company (see page 12). 


Idea Booklet Under Way 


The Ohio State Conference of Sign and 
Pictorial Artists’ Local Unions is arranging 
to publish its long-planned idea booklet of 
sign work by union craftsmen. It will con- 
tain screen-processed reproductions of orig- 
inal colored designs of store-front signs, 
many of which were published in SIGNS 
of the Times, and pictures of other forms 


of interesting commercial work. The book- 
let committee anticipates having the book- 
let completed in time for the next conference, 
at Portsmouth, Ohio, in March. 

Every. sign local in the country is being 
urged by the committee to be represented by 
work of its members. Harvey F. William- 
son, chairman of the committee, states that 
the booklet will have national distribution 
and should therefore contain examples of 
work by members of locals in the larger 
cities, at least. All material should be sent 
to Williamson at 3415 Evanston avenue, 
Cincinnati, Ohio, before January 15. Prizes 
will be given for material used. 


Big Exhibition Planned 


Almost four months prior to the opening 
of the biennual machine and tool progress 
exhibition to be held in Detroit’s big Con- 
vention Hall, March 25 to 29, more than 


three-fourths of the total available space 


was reserved, according to Ford R. Lamp, 
executive secretary, American Society of 
Tool Engineers, sponsors of the show. This 
is despite additional floor space that had to 
be acquired. The show will be held in con- 
junction with the annual convention of the 
tool engineers’ society. The basic theme 
will be “Education for National Defense.” 


Proposed Ruling Defeated 


Louis L. Mottman, Local 479, Pitts- 
burgh, reports that a proposal made by 
Councilman Evans to remove all projecting 
signs in the city’s downtown triangle was 
defeated in the council. 


@ CLASSIFIED ADVERTISEMENTS @ 


RATES—7c PER WORD ONE INSERTION, 6c PER WORD SIX INSERTIONS, 5c PER WORD TWELVE INSER- 
TIONS. NO AD TAKEN FOR LESS THAN $1.50 PER ISSUE. Cash Must Accompany Copy to Insure Publication. 


ADVERTISING—HOME STUDY 


THE ADVERTISING-MINDED SIGN MAN is 
qualified to make the most money. Many have 
graduated from this long-established school. Com- 
mon school education sufficient, Send for free book- 
let outlining home study course and requirements. 
PAGE-DAVIS SCHOOL OF ADVERTISING, 1315 
Michigan Ave., Dept. 2111, Chicago. 


AGENTS WANTED 


BRONZE SIGNS, Nameplates, Memorial Tablets, 
Letters, Bulletin Boards, Railings, Metal Special- 
ties. Always a ready market. Easily sold. Big 
Write for full particulars and new catalog. 
EWMAN, 673 W. 4th St., Cincinnati, Ohio. 


ART COURSES 


CLOSING OUT Poster Art, Cartooning, Lettering 
and Commercial Art courses at $3.00 each. Order 
today or send for circular. SIGN PUBLISHING 
CO., 2325 Cass Ave., St. Louis, Mo. 


ART SCHOOLS 


LEARN TO MAKE Pictorial Signs, Bulletins, 
Scene, Poster, and Tavern Paintings, Murals, Dio- 
ramas, etc. Practical, inexpensive Correspondence 
. Write for reduced rates today. ENKE- 
BOLL ART SCHOOL, Omaha, Neb. 


BLEACHES 


NEW WOOD BLEACH beautifies dull, dark woods. 
Transforms to light, modern, brilliantly natural 
blond finish. Quick, easy, inexpensive. Gives 
exquisite new charm to furniture and woodwork of 
all kinds. Send $1.85 for quart unit to Dept. ST-1, 
BLOND WOODS CO., 712 Federal St., Chicago. 


SIGNS of the Times 


BUSINESS CARDS 


FREE STATUETTE with 1,000 cards, $2.00 plus 
small postage. Cash with order. MARK SPE- 
CIALTY CO., 89 Westminster Rd., Rochester, N. Y. 


CHALK TALKS 


YOU can Entertain with Chalk Talks for all occa- 
sions. Laugh Producing Program of 23 Comic Trick 
Chalk Stunts, $1.00. Illustrated Catalog, 10 cents. 
BALDA ART SERVICE, Dept. 44, Oshkosh, Wis. 


DECALCOMANIAS 


SOMETHING NEW! Genuine Lithographed Decal 
Transfers, now offered in small quantities. An im- 
print on your sign insures wide advertising pos- 
sibilities. Sideline salesmen wanted; prospects 
everywhere—good commission, steady repeats. Also 
make big money with automobile initials—50 styles. 
Samples Free. RALCO, 727 Atlantic, Boston, Mass. 


NEON SKELETON SIGNS 


ATTENTION BUYERS! Neon sign shop desires 
to manufacture quantity indoor signs, at a price. 
Estimates, sketches, gladly furnished. FORTNER 
NEON SIGNS, Winchester, Ind. 


PAINTING SCHOOL 


CHICAGO PAINTING SCHOOL—Established 1902. 
Gives practical short term courses in sign painting, 
show card writing, pictorial painting, decorating, 
paperhanging, graining, and marbling. Catalog 
free. 4th Floor, Norman Bldg., Chicago. 


PHOTOGRAPHIC BLOW-UPS 


MAKE GIANT PHOTOS and BLOWUPS in your 
own shop easily and economically. No art ability 
needed. Send today for complete Illustrated In- 
structions, only $1.00. Details Free. FOGARTY, 


49 Longview Ave., Fairfield, Conn. 


PROCESS SIGN SUPPLIES 


PROFILM, imported and domestic silk, squeegees, 
Pembroke Photox Film, S-W Paints, Flock, Card- 
board easels. ANDERSON & FRASER, 727 S. W. 
Oak St., Portland, Ore. 


RECLAIMED 


USED Cutawl chisels Nos. 24—0 and 3~—resharp- 
ened as good as new for 30c per dozen. OHN 
Pecks MFG. CO., 1902 E. Cook St., Spring- 
eld, : 


SCHOOLS—WINDOW DISPLAY 


CREATIVE DISPLAY TRAINING in all branches, 
including Windows, Interiors, Backgrounds, Store 
Fronts, Exhibition Booths, Model Building, Show- 
cards; also Retail Sales Promotion and Advertis- 
ing Layout. Moderate tuition. Free Placement 
Bureau. Request booklet ‘‘ST.’”’ DISPLAY INSTI- 
TUTE, 3 East 44th St., New York. 


COURSES IN WINDOW & STORE DISPLAY— 
Background Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individual 
Advancement. No Correspondence Courses. The 
RAY SCHOOLS, William F. Ray, President, 
J. Duncan Williams, Director, formerly editor 
of Merchants Record and Show Window. For 
information write Department ST-1, THE RAY 
SCHOOLS, 116 South Michigan Boulevard, Chicago. 


SHOW CARD OUTFITS 


LEARN showcard writing with improved method. 
Training unnecessary—learn in a few hours.’ Earn 
$6.00 the first hour. For FREE details, write SIGN 
HEADQUARTERS, 520 North Prior, St. Paul, Minn. 
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READY REFERENCE 


Directory of Leading Firms Serving the Sign Advertising Industries 


This directory is limited to advertisers in the dis 
See advertising index (next to last page) for re 


lay or Ready Reference columns of this magazine. 
erence to advertisements for products listed here. 


Action Advertising Displays 


Seen-In-Action Diegays Co., Inc., 261 Fifth Ave., 
New York Cit 


CREATORS — DESIGNERS 
MANUFACTURERS 


Animated Advertising Displays 


for Counters, Windows, etc. 


Specialists in Depicting Waterfalls, Fire, 


Steam, Pouring Actions, Traveling Letters, 
etc., in Illuminated, Motorless Motion, by 
means of Heat-driven Revolving Cylinders. 


Seen-In-Action Displays Co., Inc. 


261 Fifth Avenue New York, N. Y. 
Murray Hill 5-3586-7 


Action Display Units 
Gregory Motors, 59 E. 34th St., 
The Master Electric Co., Dayton, Ohio. 
Merkle-Korff Gear Co., 213 N. Morgan St., 


SpeedWay Mfg. Co., 1841 S. 52nd St., 


Adhesives 


Spencer Studios, 224 N. 13th St., 


STTERSTICIN 


Adhesive 


Philadelphia, Pa. 


Permanently & quickly cements Wood, Metal, 
Glass or Porcelain Letters to any surface. 


Easy to use. Satisfaction Guaranteed. 


Waterproof—Stainproof—Foolproof —_, 


Send $1.00 for Pint Can Today! 


 Quart—$1.50 Gallon—$4.c0  (Weaugaap 


Air Brushes 


Paasche Airbrush Co., 1907 Diversey Pky., Chicago. 
Thayer & Chandler, 910 W. Van Buren St., Chicago. 


HAYER ¢ CHANDLER 
CHICAGO.ILL. 


é . 
O10 W.VAN BUREN ST., 


The Wold Air Brush Mfg. Co., 2173 N. California 


Send forthe “9 AIR BRUSH 
CATALOG 


“In 1891 

we made 

the first / THE WOLD AIR BRUSH 
3, MANUFACTURING COMPANY 
8) 2173 North California Avenue 


CHICAGO - - - ILLINOIS 
Action Units (Outdoor Adv.) 
BRILLIANT ELECTRIC SIGNS, INC., 750 Car- 


negie Ave., Cleveland, Ohio. 


Artists’ Colors 

THE AMERICAN CRAYON CO., Sandusky, Ohio. 
CARTER’S INK CO., Cambridge Station, Boston, 
Artists’ Materials 


M. GRUMBACHER, 462 W. 34th St., New York. 
Joseph E. Podgor Cai; Inc., 618 Market St., Phila- 
delphia, Pa. 
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New York City. 


Chicago. 
MOTION DISPLAYS, INC., 29 Ryerson, Brooklyn. 
Cicero, III. 


Asbestos Pattern Paper 


Grant Wilson, Inc., 4103 Taylor St., Chicago, III. 


NEO-BESTOS 


ASBESTOS PATTERN PAPER 
Made for Neon Pattern Use Only! 
@No Fumes @Long Life 
@Clear Tracings @Free Carbon 
Write for Sample 
GRANT WILSON, INC. 


4103 TAYLOR ST. CHICAGO, ILL. 


Bolting Cloth 


Silk Screen Supplies, Inc., 1 Hanson PIl., 


Books 


H. C. MARTIN, P. O. Box 881, Orlando, Fla. 
McGRAW-HILL BOOK CO., 330 W. 42nd St., 
New York City. 

The Signs of the pines Pub. Co., Cincinnati, Ohio. 


Brooklyn. 


Brass and Bronze Letters 


Bronze Tablet Foundry, Inc., 570 Broadway, New 


York City. 


BRONZE SIGNS 


FOR COMPLETE SATISFACTION 
COME TO THE COMPLETE PLANT 


THE ONLY BRONZE SIGN CO. IN NEW YORK 
THAT OPERATES ITS OWN FOUNDRY 
Send for Helpful Literature 


Bronze Tablet Foundry, Inc., 570 Broadway, N. Y. City 
A subsidiary of United States Bronze Sign Co., Inc. 


International Bronze Tablet Co., 36 East 22nd St., 
New York City. 


HRUNZE sIGNo 


TABLETS, NAMEPLATES, 
PLAQUES, LETTERS 


Made in All Sizes and Metals 
Quick Service—Low Trade Prices 


Free Sketches in Color—Send 
Size and Wording Today 


Literature and Price List on Request 


International Bronze Tablet Co. 
36 EAST 22 ST. NEW YORK,NY. 


Spanjer Bros., Inc., 1160 Howe St., Chicago, Ill. 
and Newark, 

United States Bronze Sign Co., 570 Broadway, New 
York City. 


‘a BRONZE SIGNS 


\\ 
SOY LETTERS - TABLETS 


pire FOR THE 


SIGN TRADE 


One of the Most Complete 
Plants in the Industry. 
Founded by a Sign Man. 
Rendering SUPER ‘SERVICE 
to Fellow Sign Men all 
over the United States. 


Send size and 
wording for FREE 
Preview Sketch 


U.S. Bronze Sich Co..c"°xew vor 


Letters 


Carving Hobbyist. 

SIGNS of the Times: You may be inter- 
ested in learning how one member of the 
lettering guild spends his spare time. I have 
been interested in wood carving for several 
years, and the recent vogue for sporting sub- 
jects and a natural liking for animals in- 
spired the carvings shown in the picture. 
I have sold several similar duck plaques to 
sportsmen and “duck widows.” The tiger 


was done from sketches from life at a zoo 


HOWARD MUNUS shows some of his artistic 


spare-time creations—realistic wood carvings 
of birds and beasts. 


and is finished in natural colors. The dog 
was also done from life. 

I am employed by the Rost Sign Company 
in Janesville, Wis. The carving is done be- 
tween process work and displays for theatre 
managers who want a couple of full-sheets 
done the preceding Tuesday. At the worst, 
however, it is an interesting, variable, and 
fascinating field, and it seems to me that 
all sign men share a spirit of craftsmanship 
unknown to other trades or professions. 

I think your publication serves the trade 
in many ways. I always enjoy the Art and 
Design Section particularly—Howard Mu- 
nus, Janesville, Wis. 


Practical Help in Java. 

SIGNS of the Times: We have the pleas- 
ure of enclosing our check in payment for 
one year’s subscription to your very inter- 
esting publication. Many of your articles 
have been of considerable help to us, and 
are the: principal means of keeping us in 
touch with the advances made in the outdoor 
advertising field. 

Unfortunately, we live and operate in a 
country where the people are not advertis- 
ing-minded, and business becomes still more 
complicated by the many regulations and 
restrictions on outdoor advertising, not to 
mention the high prices of current. Still, 
we manage to keep above water and get 
the most of the limited business there is 
despite cut-price competition —C. F. Starkey, 
N. V. Java Neon MIJ, Batavia Centrum, 
Java, DE. I. 


Best Yet? 
SIGNS of the Times: I want to take this 


opportunity to compliment you on _ the 
December issue. I think this is one of the 
newsiest and best edited issues yet. In fact, 

JANUARY, 1941 


it is hard to pick out any one part, from 
cover to cover, but what it contains “meat” 
and information of value. 

Congratulations are definitely in order, 
and I can assure you that mine could not 
be more sincere.—Clarence L. Krieger, Spec- 
trolux Action Displays, Chicago. 


Wins Award for Lighting Job. 

SIGNS of the Times: In January, 1940, 
you very graciously ran an article describ- 
ing the interior lighting at the Chanticleer 
in Baltimore. This job is composed entirely 
of luminous tubing and was installed by our 
company, the Triangle Sign Company, in 
the fall of 1939. 

As a sequence to that article, you might 
be interested in knowing that our company 
was selected for the Craftsmanship Award 
by the Building Congress and Exchange of 
Baltimore, a committee composed of the 
leading architects, contractors, and building 
supply houses in Baltimore. The award is 
for exceptional craftsmanship in the light- 
ing of the Chanticleer. 

This is particularly gratifying at this time, 
isasmuch as low-voltage fluorescent lighting, 
being promoted and used as extensively as it 
is, did not figure in the award. We feel 
certain that our sign colleagues throughout 
the country will be particularly interested 
in the fact that high-voltage tubes took 
down the award, especially. in view of the 
number of new buildings in the city of Balti- 
more-—M. Roseman, general manager, Tri- 
angle Sign Company, Baltimore. 


Contribution to Success. 

SIGNS of the Times: The contents of 
SIGNS of the Times have contributed large- 
ly to the success of our new and rapidly- 
growing business. Please let us know when 
our subscription expires as we don’t expect 
ever to stop subscribing—Howard L. Hum- 
phrey, Style Line Sign Company, Engle- 
wood, Ohio. 


Splendid Poster Art. 

SIGNS of the Times: I was very much 
pleased with the illustrations accompanying 
the article, “The Pan-American Theme,” on 
page 12 of your December issue. This is 
indeed a splendid example of modern poster 
art—Peter B. Horsley, Calgary, Canada. 


Good Issue. 

SIGNS of the Times: Your December issue 
is certainly good. Would like to see more 
articles about and for the small commercial 
sign shop. After all, there are a lot of us 
“little fellows” around—Brad Pike, Brad 
Pike Signs, Concord, N. H. 


Another Year. 


SIGNS of the Times: Best wishes for the 
New Year. You have just completed an- 
other year of fine publication, noticeably im- 
proved each year, and I know enjoyed with 
profit by thousands like myself—W. K. 


Swanson, Swanson Sign Company, McCook, 
Neb. 


Deep Appreciation. 

SIGNS of the Times: We wish to express 
our deep appreciation for the many helpful 
articles you have published during the last 
year—K. & L. Reproductions, New York. 


SIGNS of the Times 


Brass and Bronze Signs 


The Turner Brass Works, Sycamore, III. 


BRASS-BRONZE-ALUMINUM 


Signs, Tablets, Name Plates, Letters, Figures, 
Plaques and Memorials 
Complete Range of Sizes and Designs 
Write for Catalogue Sheet—Dept. S 
Sign Shops and Salesmen—the Turner Line will 
make ais oan for you—wWrite for Information 


r) Turnen Br, U.S.Ac 


United States Bronze Sign Co., 572 Broadway, New 
York City. 


Brushes (Lettering ) 


Cushman & Denison Mfg. 
New York City. 


Co., 135 W 23rd St., 


*CADO”’ 


PAT. PEND. 


WRITES LIKE A BRUSH WITH 
FOUNTAIN PEN ACTION 


Unique! Makes light or heavy strokes in red, 
blue, green or black. Even flow. Priceless 
to ad men, artists, shipping clerks, sign-writers. 
Retail, $1.50. Send at once for complete details. 
CUSHMAN & DENISON MFG. CO. 
135 W. 23rd St. New York City 


Brushes 


M. GRUMBACHER, 460 W. 34th St., New York. 
Harrison Brush Co, 4714-16 Market St., Phila- 
delphia, Pa. 


Bulletin Colors 

ALSTON-LUCAS PAINT CO., 1031 N. Throop St., 
Chicago, Ill. 

T. J. RONAN CO., Inc., 749 E. 135th St., New York. 


Burners (Gas) 


“tle — CORP., 541 39th St., Union 


Card and Sign Writers’ Supplies 

Becker a Supply Co., 314 N. Eutaw St., Balti- 
more, 

Dick Blick Co., Galesburg, III. 

Arthur F. Hoerauf & Co., 525 Woodward Ave., 


Detroit, Mich. 
GEO. E. WATSON CO., 164 W. Lake St., Chicago. 


Cardboard Manufacturers 

CHICAGO CARDBOARD CO., 666 Washington 
Blvd., Chicago. 

HURLOCK BROS. CO., INC., 3436-38 Market St., 
Philadelphia, Pa. 

NATIONAL CARD, MAT & BOARD CO., 4318-36 
Carroll Ave., Chicago, III. 


Casting Patterns (Letters, Plaques, 


tc. ) 
Spanjer Bros., Inc., 
Newark, ys 


Chain (Sign Hanging) 
The Bead Chain Mfg. Co., 36 Mt. Grove St., 
port, Conn. 


Clock Movements (Electric) 


HANSEN MANUFACTURING CO., INC., Prince- 
ton, Ind. 


Clocks (Electric) 


All American Clock Co., 3627 So. Halsted St., 


Chi- 

cago, 

Glo-Dial Clock Corp., 704 Ivy St., Glendale, Calif. 

Lewis Neon Displays, 5068 Santa Monica Blvd., Los 
Angeles, Calif. 

Modern Clock Advertising Co., 212 Broadway, New 
York City. 

NATIONAL TIME & SIGNAL CORP., 600 E. Mil- 
waukee Ave., Detroit, Mich. 


Color Hoods 


REYNOLDS ELECTRIC CO., 2621 W. Congress St., 
Chicago. 


1160 Howe St., Chicago and 


Bridge- 


For all lamps, S11 to 500W 
Natural Colored Glass 


ETD REZYLERS 


2621 W. CONGRESS ST. 


1900 
CHICAGO, ILL. 


Connectors (Electric Wire) 
Ideal Commutator Dresser Co., Sycamore, III. 


Cutting Machine 


INTERNATIONAL REGISTER CO., 


11 S. Throop 
St., Chicago, Ill. 


Decalcomania Papers 


B. F. Drakenfeld & Co., Ific., 45-47 Park Place, 
New York City. 


Simplex and Duplex 


DECALCOMANIA PAPERS 


Write to Dept. E 


B. F. DRAKENFELD & CO., Inc. 
45-47 Park Place New York City 


Display Materials 


SHERMAN PAPER PRODUCTS CORP., Newton 
Upper Falls, Mass. 


Easels (Cardboard) 


HURLOCK BROS. CO., INC., 3436-38 Market St., 
Philadelphia, Pa. 


Electrode Manufacturing Machinery 
CALLITE TUNGSTEN CORP., 541 39th St, Union 


’ 


Electrodes (Neon Tube) 


CAR prea CORP., 541 39th St., Union 
CHICAGO ELECTRODE LABORATORIES, St. 
Charles, Ill. 


De-Lux Neon Mfg. Co., 1134 N. Brauer, Oklahoma 
City, Okla. 


eae Engineering Co., 740-770 So. 13th St., New- 
ark, N. 
Engineering Glass Laboratories, 32 Green St., New- 


ark, N. 
Luminous Tube & Electrode Co., 1622 W. Division 
St., Chicago, II1. 


Electrode Shells 


Swedish Iron & Steel Corporation, 17 Battery P1., 
New York City. 


Etching Compounds (Glass) 
B. F. Drakenfeld & Co., 45-47 Park Place, New 


311 West 23rd St., New York City. 


Flashers (Electric Sign) 
Automatic Electric Mfg. Co., Mankato, Minn. 
New York. 


me 


York City. 
Etchall, Inc., 


Betts & Betts Corp., 551 W. 52nd St., 


FLASHERS 


eMotor Driven 

Silver, Brush, or Mercury Contact 
© Thermostatic 

Flashers and Flasher Cord Sets 


GELIino £¢ Bere 


551 WEST S2nd STREET, NEW YORK, N. Y. 


Circo Products Corp., 7 S. Clinton St., Chicago, Ill. 
REYNOLDS ELECTRIC CO., 2608 W. Congress St., 
Chicago, Ill. 


ee FLASHERS _ 


'¢ Ws Pee Byes Reliable’’ Brush B pis 

ioamna Silver Contact-Thermo 

ial Magnet-Dimmer- ‘ 
Controls. 


World’s Largest Manufacturer of wikihere 


std REZEQERS 


2608 W. CONGRESS ST. CHICAGO, ILL. 


SANGAMO ELECTRIC CoO., 
Springfield, II. 


Flashers (Motorless ) 


Betts & Betts Corp., 551 W. 52nd St., New York. 
REYNOLDS ELECTRIC CO., 2642 W. Congress St., 
Chicago, Ill. 


1022 Converse Ave., 


THERMOSTATIC 2 
FLASHERS eS 


“SKEDOODLE” 


Receptacle and cord sets 
Motorless Flashers 


World’s Largest Manufacturer of Flashers 


ESTD FREESE SEAR 1900 


2642 W. CONGRESS ST. CHICAGO, ILL. 
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Flock 


CLAREMONT WASTE MFG. CO., Claremont, N. H. 
Myers-Lipman Wool Stock Co., 20-26 N. Moore St., 


New York City. 
Rayon Processing Co. of R. I., 862 Tremont St., 


Central Falls, R. I. 


Fluorescent Powders & Binders 


Federal Fluorescent Co., 20 W. 22nd St., New York. 

penccet hrunpeeeis Corp., 732 Federal St., Chi- 
cago, 

NEON SIGN SUPPLY, Inc., 2020 W. Walnut St., 
Milwaukee, Wis. 


Fluorescent Tubes 
HYGRADE SYLVANIA CORP., 60 Boston St., 
Salem, Mass. 


Fluorescent Tubing 


Colorescent Laboratories, 
Ave., Newark, N. J. 


Frames (Display-Metal) 


Colonial Sales Corp., 928 Broadway, New York City. 


Frames (Metal) 


De-Fi Manufacturing Co., 17 N. Wabash Ave., Chi- 
cago, Ill 


MORE $ $ $ FOR YOU 


A new and virgin field for the 
silk screen and show card industry. 
A post card will bring full details. 


a o 
De-Fi Manufacturing Co. 
17 N. WABASH AVE. CHICAGO, ILL. 
Mfrs. Chrome Metal & Stainless Steel Frames 


Inc., 115 Frelinghuysen 


Frosting Compounds (Glass) 


B. F. Drakenfeld & Co., Inc., 45-47 Park Pl., 
York City. 


Frosting for Glass Tubes 


New 


B. F. Drakenfeld & Co., Inc., 45-47 Park Pl., New 


York City. , 
Etchall, Inc., 311 West 23rd St., New York City. 
Fuses (Neon Sign) 

Littelfuse, Inc., 4777 Ravenswood Ave., Chicago. 


Gases for Tube Signs 


AIR Moan SALES CO., 60 E. 42nd St., 
New York Cit 

THE LINDE AIR PRODUCTS CO., 30 E. 42nd St., 
New York City. 


Glass Tubing Frosting Compounds 
B. F. Drakenfeld & Co., Inc., 45-47 Park Pl., New 
York City. 


Glue (For Process Work) 


Le Page’s, Inc., Gloucester, Mass. 


Gold Leaf 


HASTINGS & CO., 817 Filbert St., Philadelphia, Pa. 


Housings 

CORNING GLASS WORKS, Corning, N. Y. 

Porcelain Products, Inc., Findlay. Ohio. 

THE UNIVERSAL CLAY PRODUCTS CO., San- 
dusky, Ohio. 


Iron and Steel Sheets 


7 as 7 Seeing ROLLING MILL CO., Middle- 

own 

JOSEPH T. hee aca & SON., INC., 2558 W. 16th 
St., Chicago, 

YOUNGSTOWN VSHEET & TUBE CO., Youngs- 
town, Ohio. 


Japan 
Commonwealth Varnish Co., 4124-34 Parker Ave., 
Chicago, Ill. 


Knives (Arts, Crafts, Process) 


X-Acto Crescent Products Co., 440 Fourth Ave., 
New York City. 


Lamps (Sign 
GENERAL ELECTRIC CO., Nela Park, Cleveland. 


Lettering Keys 
Consolidated Sign Letter Co., 416C South Dearborn 
St., Chicago, III. 


Letters (Aluminum) 


Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. 

United States Bronze Sign Co., 570 Broadway, New 
York City. 
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Letters (Brass and Bronze) 

Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. 

United States Bronze Sign Co., 570 Broadway, New 
York City. 


Letters (Cast Synthetic Stone) 


Spanjer Bros., Inc., 1160 Howe St., Chicago, III. 


Letters (Chromium Plated) 


Span oe Bros., wy 1160 Howe St., Chicago, IIl., 
Newark, 


United States het pe Sign Co., 570 Broadway, New 
York City. 


Letters (Cut-out) 

The Redikut Letter Co., 524 S. Spring St., Los 
Angeles, Calif. 

Spanjer bins; Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. J. 


Letters (Display) 


Spanjer Bros., Inc., 1160 Howe St., 
and Newark, N. J. 


Letters (Opal Glass) 


Falk Glass Products Co., 24 East 21st St., 
York City. 


RAISED GLASS LETTERS 


ALL STYLES - - - ALL SIZES 
or from your design 
Opal—Colored Crystal & Prismatic 
ALSO VIKING TYPE 1”, rae ean 
CRYSTAL LETTER 
Write for Price lee: 


FALK GLASS P ° 
24 East 2ist Street er ose cy 


Chicago, IIl., 


New 


The Paul Wissmach Glass Company, Inc., 
City, W. Va. eter akn eden 


CAST WHITE SHEET OPAL 


The most luminous white used universally for 
marquees for backing of silhouette letters and 
also used for general sign work. 


RAISED GLASS LETTERS 


SHARPNESS AND UNIFORMITY OF OUR 
MOULDING INSURES BEST FITTING 


THE PAUL WISSMACH GLASS 
COMPANY, INC. 


Factory and General Offices 


PADEN CITY, W. VA. 


Letters (Porcelain Formed to Specifi- 


cation ) 


W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Pressed Steel) 
KOLUX CORP, Kokomo, Ind. 


Letters (Silhouette ) 


Adler a apie Letter Co., 2909c Indiana Ave., 
Chicago, 


Ill. 
WAGNER SIGN SERVICE, Inc., 218 So. Hoyne, 
Chicago, III. 


Letters (Stainless Steel) 


W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Stainless Steel-Porcelain In- 
laid ) 

W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 


Letters (Window) 


Consolidated 9, Letter Co., 416C South Dearborn 
t., Chicago, 


etre eat Soa ait ate ae 
WINDOW LETTERS 
GOLD LEAF MOUNTED ON 
TIN FOIL 


The most artistic ever produced—look more like 
hand gold work 

than any other 
letter—never tar- 

nish — last for 

years. Script Signs 

Our Specialty. 


Made to Order 
Free Samples and Literature 
CONSOLIDATED SIGN LETTER CO. 
Chicago 


416C South Dearborn St. 


Materials 
Equipment 


HERE'S WHERE... 
all good readers of SIGNS of the Times 


can keep up with their equipment news 
and get their month-to-month informa- 
tion of what manufacturers and sup- 
pliers of materials and equipment are 
doing—another SIGNS of the Times 
service! 


Adds New Items. 


Three new items—elevation posts, snap-in 
housings, and housings for interior lighting 
—are being added by Corning Glass Works 
to its present line of Pyrex luminous-tube 
insulators. 

The elevation post has four separate ad- 
justments that make possible proper align- 
ment before or after installation. The 
snap-in housing incorporates the time- and 
labor-saving features of the Pyrex snap-in 
bushing. The small housing with short con- 
tact spring is, according to the Corning 
company, the first small housing approved 
by the Underwriters’ Laboratories for inte- 
rior lighting installations. 


New Sherman Line. 

E. W. Pitt, display sales manager, Sher- 
man Paper Products Corporation, has an- 
nounced a new line of eighteen colors of 
leatherette and wood-grain display and cov- 
ering materials called “Fibercote,” to be dis- 
tributed nationally through display and 
paper jobbers. The material has a water- 
proof and grease-proof surface of oil enamel 
coating baked on a flexible fiber kraft base 
stock. It will not crack in folding and will 
withstand repeated washings, according to 
Pitt. 

The material is available in standard roll 
size of 50 inches wide by 25 feet long. Spe- 
cial sizes of sheets and rolls are also avail- 
able. The back of the stock has l-inch and 
14-inch markings for convenience in cutting. 


Introducing ““Talking’’ Signs. 

Talko Company, Springfield, Ill., is intro- 
ducing to advertisers and the sign industry 
its “talking” sign, called “Talko,”’ a new 
invention that uses the electric eye and 
operates as cars pass by, giving actual voice 
to an advertiser's message. The Talko 
Company installs the system and maintains 
it on a rental basis. 

The company also offers a new detachable 
reflector letter and an illuminated sign 
operated by self-charging battery. 


New Benjamin Unit. 

Benjamin Electric Manufacturing Com- 
pany Des Plaines, Ill., has announced a new 
Benjamin fluorescent lighting unit to utilize 
the extra light advantages of the new 60-inch 
fluorescent lamps. The unit embodies a new 
“stream-flow” development to provide for 
ceiling illumination, according to the Ben- 
jamin company. 

The new unit is known as the Benjamin 
RLM Stream-Flo 60, and is said to have all 
the operating and design advantages of the 
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Office Boy to President 


ARTHUR W. STEUDEL last month became 
president of The Sherwin-Williams Company, 
succeeding George A. Martin, who is now 
chairman of the board. Steudel is the fourth 
president of the 74-year-old company and was 
previously vice-president and general man- 
ager. He started as office boy in 1908. 


Benjamin Stream-Flo 48. In addition, the 
unit is available with a series of apertures 
in the top of reflector, directly over each 
fluorescent lamp. These permit approxi- 
mately 2.5 per cent of light output to pass 
upward to relieve contrast between lighted 
areas of a room and the ceiling background. 


Announces 200-Watt Fixture. 

Hyegrade Sylvania Corporation last month 
announced a new 200-watt C-205 “Miralume” 
fluorescent lighting fixture. The unit, with 
plastic diffusing panels and bottom louvres, 
is sold complete with four 40-watt fluores- 
cent lamps in either daylight or white finish. 
It is 49 inches long, 14% inches wide, and 
7% inches in height, and weighs about 45 
pounds. It is made at Hygrade’s Miralume 
division at Ipswich, Mass., and is being dis- 
tributed through jobbers throughout the 
country. 


Announces Price Changes. 

The lamp departments of General Electric 
Company and Hygrade Sylvania Corpora- 
tion have announced reductions averaging 
10 to 15 per cent in the prices of fluorescent 
lamps, effective January 1. Since the lamps 
were first placed on the market about two 
years ago, prices have been reduced until 
they are today about 50 per cent of the orig- 
inal list prices. 


New Flashed Glass. 


“We have developed,” reports E. Wagner, 
president, Wagner Sign Sign Service, Inc., 
“for the use of our company exclusively, a 
new type of flashed glass—translucent opal 
glass flashed onto a clear crystal glass and 
called ‘Wagner special flashed glass.’ All 
other flashed glasses have been opaque glass 
flashed onto crystal. This opaque glass has 
been about .010 inch, but with a translucent 
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LaSalle Sign Letter Co., 8342 Linwood Ave., De- 
troit, Mich. 


DISTINCTIVE WINDOW LETTERS 


Manufacturers of Genuine Gold Leaf 
Letters. Cost less than ordinary 
Letters. Guaranteed not to tarnish. 
Write for free samples and catalog. 
White Enamel and Gold Glass Let- 
ters in stock. All sizes. Orders 
shipped by return mail. 
LASALLE SIGN LETTER 
COMPA 
8342 Linwood Ave., Detroit, Mich. 
Metallic Letter Co., 429 N. Clark St., Chicago. 


GOLD LEAF LETTERS 


For store and office windows. Any- 
one can put them on. 300% profit. 
Will not tarnish, fade or oxidize. 
Write today for free samples. Lib- 
eral offer to Agents and Painters. 


METALLIC LETTER CO., 429 N. Clark, Chicago 


Letters (Wood) 
Charold Wood Letter Co., 1048 Pacific St., 
lyn, N. 


Brook- 


CHAROLD 
WOOD LETTER 
co. 


1048 PACIFIC ST. 
BROOKLYN 
N. Y. 


Manhattan Wood Letter Co., 145-151 W. 18th St., 
New York City. ; 

Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. J. 


Memorial Tablets and Signs 


The Turner Brass Works, Sycamore, III. 

United States Bronze Sign Co., 570 Broadway, New 
York City. 

Mouldings (Metal) 

Ames Metal Moulding Co., 225-229 E. 144th St., 
New York City. 

Colonial Sales Corp., 928 Broadway, New York City. 


Neon Cable Connector 
J. .H. ‘Parker, 27 Park Place, New York City. 


Neon Sign Supplies 


ACME NEON ACCESSORY CO., 446 E. Milwau- 
kee, Detroit, Mich. 

DIETZ CHEMICAL GLASS WORKS, 1975 E. 65th 
St., Cleveland, Ohio. 

Economy Neon Supply Co., 1697 Park Ave., New 
York City. 

General Neon Supply Co., 446 Miller Ave., Colum- 
bus, Ohio. 


GENERAL NEON SUPPLY CO. 


446 MILLER AVE. COLUMBUS, OHIO 
Telephone: EV-8105 


National Source of Supply 
For Every Neon Need 


ALWAYS READY TO SERVE 


International Neon Products, 16 N. May St., Chi- 


cago, Ill. 
“Save With Safety’ 
SIGN AND ILLUMINATION 


| 
| SUPPLIES 
| FLUORESCENT FIXTURES 


International Neon Products 


16 N. MAY ST. CHICAGO, ILL. 


Larsen Supply Co., 1251 N. Western Ave., Chicago. 


LA BE Sed) Corpens 


Complete Stock--Quality Items 
for the Neon Trade 


E. G. L. Electrodes—Jefferson—Lumitone— 
McMahan—Roebling—Sangamo— 
Thordarson—Universal. 

Write for Complete Catalogue 


1251 N. Western Ave. 2338 Olive St. 
Chicago, IIl. St. Louis, Mo. 


SERVICE 


Neon Tube Lacquer 


The 
Brooklyn, N. Y. 


Insl-X Company, Inc., 857 Meeker Ave., 


PAINT OUT CROSS-OVERS WITH 
INSL-X PERMANENT NEON BLACK 
This new special coating is particularly prepared to 
do a better job, extremely opaque black with great 
hiding power. One stroke of brush coats tube. Ad- 
heres to glass, resists all weather conditions. Fast dry- 
ing, non- -inflammable, economical. Send for booklet. 


THE INSL-X COMPANY, INC. 
Formerly the National Insulating Co., Inc. 
857 Meeker Avenue Brooklyn, N. Y. 


Neon Tube Letters 
Neon Engineering Co., 1059 E. 76th St., Chicago, III. 


S NEON SIGNS 


E Lowest Wholesale Prices on Letters— 
Repairs— Border Work and Outdoer 
F Signs. Newest Colors. Same Day Service. 


e NEON ENGINEERING CO. 
1059 E. 76th St. Chicago, IIl. 


Neon Sign Mfg. Co., 2120 Broadway, Kansas City, 
Missouri. 


Neon Tube Sign Equipment 


American Electrical Sales Co., 65-67 E. 8th St., 


New York City. 


FLUORESCENT AND 
NEON EQUIPMENT 
COMPLETE LARGE PLANTS 


As low as... S229 


Write for Quotations & Details 


Ask for Bulletin F-41 


Containing details of savings 
at present market prices. 


AMERICAN ELECTRICAL SALES CO., Inc. 


65-67 East 8th St. New York City 
Specialists in New Plants & Replacement Needs 


CALLITE TUNGSTEN CORP., 541 39th St., Union 
CORNING GLASS WORKS, Corning, N. Y. 


De-Lux Neon Mfg. Co., 1134 N. Brauer St., Okla- 
homa City, Okla. 
Eisler Engineering Co., Inc., 740-770 S. 13th St., 
Newark, N. J. 
Haydu Brothers, Plainfield, N. J. 
1307-09 7th St., North 


Kahle Engineering Corp., 
Bergen. : 


Neon Tube Supports 


NEON SPECIALTIES CORP., 1140-42 Venice Blvd., 
Los Angeles, Calif. 

THE UNIVERSAL CLAY PRODUCTS CO., San- 
dusky, Ohio. 


Outdoor Advertising 
The R. C. Maxwell Co., Trenton, N. J. 


Outdoor Advertising Panels 
Tiffin Art Metal Co., Tiffin, Ohio. 


Paints 
The Chas. Moser Co., Cincinnati, Ohio. 


Pens (Lettering) 
C. HOWARD HUNT PEN CO., Camden, N. J. 
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Plastic Lenses 


Expanding Sign Lense Corp., 218 Mulberry, Mus- 
catine, Iowa. 


Plastic Materials 

BAKELITE CORPORATION, 30 East 42nd St., 
New York City. 

THE RICHARDSON COMPANY, Melrose Park 
(Chicago), Ill. 

ROHM & HAAS COMPANY, INC., 222 W. Wash- 
ington Square, Philadelphia, Pa. 


Plywood 

DOUGLAS FIR PLYWOOD ASSOCIATION, Ta- 
coma Bldg., Tacoma, Wash. 

HARBOR PLYWOOD CORP., Hoquiam, Wash. 

M AND M WOODWORKING CoO., Portland, Ore. 


Porcelain Enamel 

W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 

Ingram Richardson Mfg. Co., Beaver Falls, Pa. 


ING-RICH 


VITREOUS PORCELAIN ENAMEL 


The Modern Material for Neon 
and €lectric Sign Faces 


Combines the beauty and permanence of 
porcelain enamel with the durability of 
steels . . . provides a permanent, weather- 
proof background . guaranteed not to 
fade . . . available in any color and any 
shape including complete canopy signs. 
Write for descriptive booklet. 


INGRAM-RICHARDSON MFG. CO. 


Beaver Falls, Pa. 


Porcelain Metals, 


] Long 
Island City, N 


pres 28-21 Borden Ave., 


Porcelain Insulators (Housings, Bush- 


ings, etc. ) 
THE UNIVERSAL CLAY PRODUCTS CO., San- 
dusky, Ohio. 


Projectors 


THE BRISCHOGRAPH CO., 
Rd., Columbus, Ohio. 


3-10 EXTENSION TUBE 


Allows projections down to actual $ 
size with your 3/10 3.00 


Ten days trial-money back 


THE BRISCHOGRAPH CO. 


26 W. Weisheimer Road Columbus, Ohio 


Punches, Shears (Hand Power) 


J. F. Kidder Mfg. Co., Inc., 422 Colchester Ave., 
Burlington, Vt. 

Libert Machine Co., Green Bay, Wis. : 

Whitney Metal Tool Co., 110-114 Forbes St., 
ford, I 


Radio Interference Eliminators 


Radio Interference Service Co., 1106 Grandville 
Ave., S. W., Grand Rapids, Mich. 


Reflecting Materials 


McDaniel Sign Co., Cairo, IIl. 
REFLECTING 


& 
8 
anew MATERIAL! 


For Outdoor Signs and Bulletins 


Reflects Same Color as Painted Background 


Durable — Economical 


26 W. Weisheimer 


Rock- 


THE IDEAL 


Easily Applied — Super Brilliant — 


McDANIEL SIGN CO., Cairo, Ill. 


Niteglo Co., 506 4th Ave., Joliet, Ill. 


FOR REFLECTORIZING 


entire surface or letters 
only, of Outdoor Bulletins. 


WRITE FOR DETAILS 


NITECLO C0.. 506 4th Ave., Joliet, Ill. 


Reflector Buttons 
CATAPHOTE CORPORATION, Toledo, Ohio. 


REFLECTOR BUTTONS 


5 Sizes for Metal or Wood Mountings—Also for 


Surface Treatment Use Our Yards of Chains. 
SEE OUR AD THIS ISSUE 


CATAPHOTE CORP., Toledo, O. 


The National Colortype Co., Inc., Bellevue, Ky. 
REFLECTOR 


FIREBALL surrons 


SIZES MOUNTINGS 
For Steel, Wood, or 
COLORS Masonite, etc. 
The NATIONAL COLORTYPE CO., Inc. 
ESTABLISHED 1801 


BELLEVUE (Opp. Cincinnati, 0.) KENTUCKY 


Persons-Majestic Mfg. Co., Worcester, Mass. 


America’s Oldest Reflector Manufacturer Offers 
the Most Complete Line of 


REFLECTOR BUTTONS 


Est. 1892 


PERSONS-MAJESTIC MFG. CO. 


WORCESTER, MASS. 


Reflecto Letters Co., 110 West 27th St.. New York. 


REFLECTO LETTERS 


Send us your specifications. We make raised letters 
equipped with genuine Reflecto brilliant jewel 
lenses, complete and ready to attach to any sign 
in a ‘jiffy. Any size, style or color. Cheaper. 
Better. Ask for details on our new awning letters. 


REFLECTO LETTERS CoO. 
Dept. SS 11 - 110 West 27th St., New York City 
Signal Service Corporation, Elizabeth, N. J. 


REFLECTOR BUTTONS 


FIVE SIZES — FOUR COLORS 
FOR WOOD AND METAL MOUNTING 


SIGNAL SERVICE CORPORATION 


ELIZABETH, N. J. 


The Star-Lite Co., 312 E. Market St., Indianapolis. 


WRITE FOR LITERATURE AND PRICES 


The Star -Lite Co. 312 £. Market St. Indianapolis Ind. 


Vitralux Corp. of America, 485 Madison Ave., New 
York City. 


REFLECTOR BUTTONS 


ALSO 


REFLECTORIZED LETTERS 


VITRALUX CORP. OF AMERICA 


485 MADISON AVE. NEW YORK, N. Y. 


Revolving Sign Equipment 
F. N. Eaton, 1106 S. Meridian Ave., Alhambra, Calif. 


Schools (Sign & Show Card 
Correspondence ) 


Michigan Lettering & Poster School, 2019 W. Grand 
Blvd., Detroit. 


ANYTHING NEW? 


If it’s new, it’s news for SIGNS of the 
Times—-a new contract, a new firm, a 
new installation, a new product, a new 
department, a new change in personnel. 


Anything NEW? 


glass, we are able to flash about .040 inch 
thick. The policy in selling this glass is that 
it will be delivered only with Wagner letters 
or to users of Wagner letters.” 


Represents Voltarc. 

Channing Whitman of Atlanta, Ga., who 
was formerly active in the sign manufac- 
turing business in 
Atlanta and Bir- 
mingham, is now 
serving as mid-west 
sales representative 
for the firm of Volt- 
arc Tubes, Inc., lu- 
minous - tube supply 
company of Newark, 
N. J. He continues 
to have his head- 
quarters in the city 
of Atlanta, and his 
territory of sales op- 
erations includes the 
Kentucky, Missouri, 


of Tennessee, 


states 
Indiana, Illinois, and southern Ohio. 


New Textile Colors. 

The American Crayon Company is intro- 
ducing a new product, “Prang” textile colors, 
a medium by means of which it is possible 
to decorate textiles economically and with 
permanence. A great variety of techniques 
are possible, according to the company, in- 
cluding stenciling, block printing, silk screen 
work, free-hand painting, scenic work, etc. 

The colors can be applied to the various 
fabrics—cotton, linen, rayon, voile, silk, etc., 
and are said to be “boil-proof, sun-proof, 
permanent, inexpensive.” 


Glo-Dial’s New Address. 


Frank Hoffman, general manager of the 
Glo-Dial Clock Corporation, luminous-tube 
display clocks, has announced the company’s 
move from West Washington boulevard, 
Los Angeles, to 704 Ivy street, Glendale, 
Calif. The move, Hoffman states, was ac- 
complished with no interruption to service. 


Falk Glass Products Moves. 


Falk Glass Products Company, New York 
City, raised glass letters, moved last month 
from 115 West Twenty-third street to 24 
East Twenty-first street. 


Forms Foundry Company. 
United States Bronze Sign Company, 
York, has formed the Bronze Tablet Foun- 
dry, Inc., with office at the same quarters, 
570 Broadway. David Klein is president. 


Producing Clocks. 


Lewis Neon Displays, 
making available through 
modern clock with patented “flaming” neon. 
The clock has been sold successfully to mer- 
chants in California for some time. 


New 


Los Angeles, is 
distributors its 
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Readers’ Service 


For Advertising Literature 


USE THE COUPON 


Take advantage of this SIGNS of the 
Times service regularly in obtaining 
literature, information, and samples 
listed here from month to month. It’s 
an easy way to keep yourself informed 
about new and improved products. Sim- 
ply indicate number (requests to “send 
all items” are not honored) of item in 
which you are interested, fill in your 
name and address, attach coupon to 


your letterhead or business card, and 
send it direct to SIGNS of the Times. 


a ——————— —— _OSeranorm"D“”e>—wm”@*”0_— Or) 


1501. <A leaflet is available from The 
American Crayon Company, descriptive of 
the new Prang textile colors and of a special 
introductory offer. 

1502. Bulletin No. 37 of “Neon Gossip,” 
issued by Swedish Iron & Steel Corporation, 
gossips about electrodes under bombard- 
ment. 

1503. Jos. E. Podgor Company, Inc., is 
distributing a profusely illustrated twelve- 
page booklet descriptive of a very complete 
line of metal moldings for sign and display 
uses. 

1504. Air Reduction Sales Company has 
published a twelve-page booklet describing 
the construction and performances of the 
No. 10 Radiagraph, a portable, motor-driven 
gas cutting machine. 

1505. Haydu Brothers is announcing its 
1941 catalog of luminous-tube machinery 
and equipment. 

1506. Free samples of its three new Py- 
rex items—elevation post, snap-in housing, 
and small housing for interior lighting—are 
being made available by Corning Glass 
Works. 

1507. Airco’s No. 10 planograph, a shape- 
cutting machine of the pantograph type, 
is described in an eight-page booklet issued 
by Air Reduction. 

1508. A four-page illustrated circular 
from Hygrade Sylvania Corporation’s lamp 
division tells about the “Mirastat” the com- 
pany’s new fluorescent lamp starter. 

1509. Colonial Sales Corporation has is- 
sued an illustrated broadside showing 130 
of its display moldings in metal, and frames 
and display cases. 


REQUEST FOR LITERATURE 
Use this coupon to obtain items described 
here. Indicate number, fill in name and ad- 
dress, attach coupon to your letterhead or 
business card, and send to Readers’ Service, 
SIGNS of the Times, P. O. Box 1171, Cincinnati, 
Ohio. SIGNS of the Times will forward requests 
to the proper companies. 


COMDARY 5 vse cs <c't nebewens i) eee shee 
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City atte State. os. . Satan k ok nab tae ee eee ’ 
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1510. Paint-Point Corporation is distrib- 
uting a circular telling of its “new discov- 
ery” in the form of underwater paint. 

1511. A six-page illustrated folder from 
Brilliant Electric Signs, Inc., describes its 
“triple-ad” action display that makes possi- 
ble three outdoor displays in one. 

1512. Red Arrow Electric Corporation 
has published a four-page catalog circular 
descriptive of its lighting fixtures for fluor- 
escent lamps. 

1513. “First come, first served,” states 
United States Bronze Sign Company, Inc., 
in offering handy rulers as gifts to sign men. 


Twenty 
Years Ago 


JANUARY, 1921 

R. J. Rogers was doing the posters for 
the Hathaway theatres, Middletown, N. Y. 
... John Heist, Covington, Ky., sold his sign 
business to Fred Pieper, and left on ex- 
tended tour of the West and Hawaii... . 
Newly-elected officers of Local 224, Cincin- 
nati, were John Jameson, president; W. S. 
Hummell, vice-president; Elmer Potts, re- 
cording secretary; Ed Becker, financial sec- 
retary; L. Carmel, treasurer; C. Gebhardt, 
conductor; B. Allen, warden; Oscar Naltner, 
trustee. . . . George Mullen of New York 
left for Havana, Cuba, to become superin- 
tendent of the Havana Advertising Com- 
pany. ... Employees of Cusack’s New York 
branch held a banquet and dance at The 
Advertisers’ Club on December 19, 1920. 
. .. Brilliance in New York’s spectaculars 
was being accomplished with 75-watt day- 
light lamps—in the Fisk tire sign, 3,000; 
in the Lion collar sign, 750; in the Sonora 
phonograph sign, 273. The National 
Parlagraph Company, Cleveland, was incor- 
porated. C. F. Bagge, one of the incorpo- 
rators, was the inventor of a traveling-mes- 
sage sign. ... R. L. Whitton was made 
director of sales and service for the Thos. 
Cusack Company, Chicago; H. E. Erickson 
was made acting general sales manager with 
jurisdiction over national sales; F. J. Eise- 
mann was appointed manager of the promo- 
tion department; A. J. Reinschreiber was 
made manager of local sales, and P. A. 
Hylleberg was appointed assistant sales 
manager. ... Fred M. Classic, Classic Sign 
Company, Battle Creek, sold his bulletin 
plant to the George W. Rogers Company. 
.. . William P. Metzdorf was chairman of 
a meeting of the branch managers of the 
Thos. Cusack Company, held in Chicago in 
December, 1920... . United Advertising Cor- 
poration bought the Fort Worth Poster Ad- 
vertising Company and the bulletin plant of 
the Texas Advertising Company, Fort 
Worth. The plants were combined and 
placed under management of Mitchell W. 
Greenwall. . . . The second conference of 
the Sign, Scene and Pictorial Painters’ 
Local Unions was held at the Metropole 
hotel, Cincinnati, December 4-6, 1920. 


Screen Photo Film 


Colonial Process Supply Corp., 
New York City. 


149 W. 23rd St., 


“FOTETCH” PHOTO SCREENS 


Give Perfect Prints—Finest Lettering— 


Half Tone and Details 
ASK FOR LITERATURE 


COLONIAL PROCESS SUPPLY CORP. 


140 WEST 23rd ST. NEW YORK CITY 


Screen Door Advertising 
Burdick-Baron Co., 3400 Armstrong Ave., Dallas, 
Texas. 


Screen Process Colors 

CHICAGO BRONZE & COLOR WORKS (Brown- 
Lindsay Division), 845 Larrabee St., Chicago, Ill. 

DEVOE & RAYNOLDS CO., 787 ist Ave. (44th 
St.), New York City. 

DOLPHIN PAINT & VARNISH CO., Toledo, Ohio. 

GILMAN PAINT & VARNISH CO., 615 Market 
St., Chattanooga, Tenn. : 

Naz-Dar Co., 4010-22 N. Rockwell St., Chicago. 

SHERWIN-WILLIAMS COMPANY, 101 Prospect 
Ave., Cleveland, Ohio. 

Silk Screen Supplies, Inc., 1 Hanson P1., Brooklyn. 


Screen Process (Knife-Cut) Film 


Nu-Film Products Co., 56 W. 22nd St., New York. 


Screen Process Materials 


Colonial Process Supply Corp., 140 W. 23rd St., 
New York City. 


THE MOST UP TO DATE SUPPLIES 


In Poster Colors, Lacquers, Transparent Toners, 
Bronzes, Profilm, Photo Film, Squeegees, Decal 
Paper, etc. Quality—Price—Plus Service. 


Write for Literature 


COLONIAL PROCESS SUPPLY CORP. 


140 West 23rd St. New York City 


Screen Process Printing Devices 
Oelwein Sign Works, Oelwein, Iowa. 


Screen Process Sensitizer 

Maynard Stencil Laboratories, 15432 Lake Shore 
Blvd., Cleveland, Ohio. 

Silk Screen Supplies, Inc., 1 Hanson Pl., Brooklyn. 


Screen Process Squeegees 
W. J. Dennis & Co., 2110 W. Lake St., Chicago, III. 


Shears 
STANLEY WORKS, New Britain, Conn. 


Sheet Metal for Signs 


JOSEPH T. RYERSON & SON, INC., 2558 W 
16th St., Chicago, Ill. 
THE SUPERIOR SHEET STEEL CO., Canton, O. 


Sign Boards 
Spanjer Bros., Inc., 1160 Howe St., Chicago, IIl., 
and Newark, N. J 


Sign Cloth 


Columbus Coated Fabrics Corp., Seventh and Grant 
Sts., Columbus, Ohio. 


Sign Hanging Fittings 
Edward W. Daniel Co., 4053 St. Clair Ave., Cleve- 
land, Ohio. 


Sign Painters’ Supplies 

Dick Blick Co., Galesburg, Ill. } 
Bert L. Daily, Inc., 126 E. 3rd St., Dayton, Ohio. 
A. & B. Smith Co., 633 Smithfield St., Pittsburgh. 
GEO. E. WATSON CO., 164 W. Lake St., Chicago. 


Sign Painters’ Tools 
S & J MFG. CO., 11762 Cloverdale, Detroit, Mich. 


Signs (Talking) 
TALKO COMPANY, Springfield, Ill. 


Signs for Trade Resale 


Philadelphia Enameling Works, 254 N. 
Philadelphia, Pa. 


WRITE FOR OUR I194I 
COMPLETE SIGN CATALOG 


WILL PROVE VERY PROFITABLE TO YOU IN 


13th St., 


SELLING OUR ELECTRIC, EDGE-LITE, BRONZE 
ALUMINUM. ENAMEL. CHANGEABLE DIRECTORY SIGNS 


PHILADELPHIA ENAMELING WORKS 


254 N. 13TH ST. PHILA., PA. 
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Silk for Process Work 
ALBERT GODDE BEDIN, Inc., 244 Madison Ave., 
New York City. 


Colonial Process Supply Corp., 140 W. 23rd St., 
New York Ci 


City. 


HERCULES Stencil Silk (Imported) — DOMO 
Stencil Silk (Domestic)—COLONIAL Interlocked 
Bolting Cloth (Imported) 


All Numbers and Widths: in Stock 
ASK FOR PRICE LISTS 


COLONIAL Process Supply Corp. 


140 WEST 23rd ST. NEW YORK CITY 
Z. Horikoshi & Co., 119 W. 40th St., New York City. 


IMPORTED 


STENCIL SILK 


BOLTING CLOTH 
SILK ORGANDY 


Z. HORIKOSHI & CO. 
119 WEST 40TH ST. NEW YORE CITY 
Tel. LAckawanna 4-8966 qxmmessmmmm!' 


KRESSILK PRODUCTS, INC., 73 Murray St., New 
York Ci 


Silk Screen Supplies, Inc., 1 Hanson Pl., Brooklyn. 


GENUINE 
SWISS-WOVEN Stencil Silk 
and EVERYTHING for 
SCREEN WORK! 

| so 


SILK SCREEN SUPPLIES, INC. 


(John S. McMahon) 
1 HANSON PLACE BROOKLYN, N. Y. 


Signs (Porcelain Enameled ) 


W. A. Barrows Porcelain Enamel Co., 2205 Langdon 
Road, Cincinnati, Ohio. 
Ingram-Richardson Mfg. Co., Beave: Falls, Pa. 


Silk Screen Printing Machines 

Selectasine Corp., 2738 W. Van Buren St., Chicago. 

Special Porcelains (to Specification ) 

THE UNIVERSAL CLAY PRODUCTS CO., San- 
dusky, Ohio. 

Special Transformers 

Eisler Engineering Co., 740-770 S. 13th St., New- 
ark, N. J. 

Stencil Process Supplies 


Atlas Specialty Mfg. Co., Shields Ave. at 33rd 
St., Chicago, II] 


Colonial Process Supply Corp., 140 W. 23rd St., 
New York City. 


Silk Screen Supplies, Inc., 1 Hanson PI., Brooklyn. 
Tackers 


A. L. HANSEN MFG. CO., 5039 Ravenswood Ave., 
Chicago, Ill. 


THE STAR PAPER FASTENER CO., Norwalk, 
Connecticut. 


Transformers 


The Acme Electric & Mfg. Co., 32 Water St., 
Cub x 


uba, N. Y. 

DONGAN ELECTRIC MFG. CO., 2987-3001 Franklin 
St., Detroit, Mich. 

The France Mfg. Co.. 10325 Berea Rd., Cleveland. 


FRANCEFORMER 


Luminous Tube Transformers 


The Approved Line for 
Reliable, Quiet Operation 


The France Manufacturing Co. 


10325 Berea Road Cleveland, Ohio 
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Gardner Electric Mfg. Co., 4227 Hollis St., Emery- 
ville, Calif. 

GENERAL ELECTRIC CO., Schenectady, N. Y. 

JEFFERSON ELECTRIC CO., Bellwood, IIil. 
(Suburb of Chicago). 

National Transformer 224-232 21st Ave., 

100 Coit St., Irving- 


Paterson, N. J. 
Red Arrow Electric Corp., 

ton, N. J. 
REYNOLDS ELECTRIC CO., 2609 W. Congress St., 
Chicago, Ill. 


Rie? TRANSFORMERS 


ome ft 


Corp., 


NEON 


All luminous tube use 
All styles and sizes 


ESTD RESIS 


2609 W. CONGRESS ST. CHICAGO, ILL. 


rr 

SOLA ELECTRIC CO., 2525 Clybourn Ave., Chicago. 

THORDARSON ELECTRIC MFG. CO., 500 West 
Huron St., Chicago, Il. 


Thermometers (Giant) 

TAYLOR INSTRUMENT COMPANIES, Ames & 
West Aves., Rochester, N. Y 

Time Switches 


GENERAL ELECTRIC CO., Schenectady, N. Y. 

Reliance Automatic Lighting Co., 1930 Mead St., 
Racine, Wis. 

SANGAMO ELECTRIC CO., 1022 Converse Ave., 
Springfield, I11. 


Transformers (Rebuilt) 
Crest Transformer Co., 2259 Lincoln Ave., Chicago. 


1900 


Transformers Rebuilt 


ALL MAKES — ALL MODELS 
Guaranteed 1 Year 


@ We Buy Burned Out Units @We Manufacture 
Small Type Units @Core & Coil @ Window Type 
Write for Folder 

22 Li ‘ 
Crest Transformer Co. 2259 Lincoln Ave 


Chicago, Illinois. 


Johnson Electric Maintenance Co., 1615 Clybourn 
Ave., Chicago, III. 


NEON TRANSFORMERS REBUILT 


All standard makes, 9,000 v. to 15,000 v. One year 
guarantee. Charges paid one way on 100 lbs. or 
over. Ship by motor freight third class. We sell 
all types new stock Westinghouse transformers. We 
buy old transformers. PARTS—Sold for Neon 
transformer rebuilding. Write for information to: 


Johnson Electric Maintenance Company 
1615 Clybourn Ave. Chicago, Illinois 


National Transformer Exchange, 686 6th Ave. (Nr. 
22nd St.), New York City. 


e@ WE BUY e WE REBUILD e@ 
Your Old Neon Transformers 
NATIONAL REBUILTS GUARANTEED ONE YEAR 


Refinished like new. From 5,000 to 15,000 Volt. 
10 years’ rebuilding experience. 


Write for Price and Shipping Instructions 


NATIONAL TRANSFORMER EXCHANGE 


686 6th Ave. (nr. 22nd St.) New York City 
Tel.: GRamercy 5-1866 


Neon Transformer Exchange of N. Y., 525 West 
23rd St., New York City. 


Originators of the 
Rebuilt Transformer Industry 
“Where The Promise Is Performed” 


NEON TRANSFORMERS 


All Standard Makes. 7,500 to 15,000 Volts. 
Rebuilt. Guaranteed for one year. 
WANTED AT ONCE— USED AND 
BURNED OUT TRANSFORMERS 
For Information and Terms Write to 


Neon Transformer Exchange of N. Y. 
525 West 23rd St. New York City 
Tel.: WAtkins 9-8576 


Turnbuckles 


Edward W. Daniel Co., 4053 St. Clair Ave., Cleve- 
land, Ohio. 


Varnish 


Commonwealth Varnish Co., 4124-34 Parker Ave., 
Chicago, III. 


Welders (Electric) 


Eisler Engineering Co., 740-770 S. 13th St., New- 
ark, Nae 


Deaths 


Cooperation of readers is asked in notifying 
SIGNS of the Times promptly of the deaths of in- 
dividuals in or associated with the industry so 
they can be duly recorded here. 


Vernon C. Jenkins. 


Vernon C. Jenkins, 47, general organizer 
for the Brotherhood of Painters, Decorators 
and Paperhangers of America, died suddenly 
of a cerebral hemorrhage on November 23. 
He was stricken at his home in Westlake, 
a suburb of Cleveland, and died at the 
Mount Sinai hospital, Cleveland. Two years 
ago the brotherhood appointed Jenkins to 
assist local unions in his territory in organi- 
zation work assigned to him by the Ohio 
State Conference of Sign and Pictorial Art- 
ists’ Local Unions. 

Jenkins, who previously lived in Indian- 
apolis, entered the painting trade in Cleve- 
land in 1914, and in 1930 he was elected 
business representative of the Painters’ Dis- 
trict Council of that city. His appointment 
as general organizer came in 1934. He is 
survived by the widow, a son, Vernon C., Jr., 
and a sister. 


Frank W. Higgins. 


Frank W. Higgins, 58, in the sign business 
in Cleveland, Ohio, for the last eighteen 
years, died of cancer late in November. 
Burial was on November 25. 

Higgins was born in Cleveland and lived 
there all his life. He learned his trade with 
the old Bryan company, where he worked 
for many years. Later, he joined his brother 
Fred with whom he operated a sign business 
for ten years before setting up his own busi- 
ness. He was formerly a member of Local 
639, and was widely known locally as a 
pianist of exceptional ability. 


Fred R. Davis. 


Fred R. Davis, 64, media relations man- 
ager for General Electric, Schenectady, 
N. Y., died on December 26 after a long 
illness. He was founder of the Audit Bureau 
of Circulations and a director of the bureau 
for twenty years. 


Henry B. Sprague. 

Henry B. Sprague, 74, a pioneer in out- 
door advertising, died of a heart attack at 
his home in Milton, Mass., on Saturday, 
November 30. In 1896, he founded the 
Sprague-Nugent Company, of which he was 
head for eighteen years. Later, he sold the 
company to John Donnelly & Sons. He 
since devoted himself to a residential de- 
velopment of part of his estate in Milton. 

Surviving are the widow, the former Jessie 
Cowie; two daughters, Mrs. Robert Moore 
and Mrs. Dorothea Harvey; two_ sons, 
Commander Clifton Sprague, U. S. navy 
flying corps, and Edwin D. Sprague, and 
seven grandchildren. 


J. Stirling Getchell. 


J. Stirling Getchell, 41, founder and presi- 
dent of J. Stirling Getchell, Inc., advertising 
agency, died at the Columbia-Presbyterian 
Medical Center, New York, on December 17. 
He had been ill since March 31. 

He got his first job in a small advertising 
agency after the World War, and built a 
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reputation as one of the country’s most bril- 
liant copywriters during his first ten years 
in the business. He was with several large 
agencies before starting his own company in 
1931, quitting a $50,000-a-year job to do so. 

He was active on the executive boards of 
the American Association of Advertising 
Agencies and the Boy Scout Foundation of 
Greater New York, Inc. Surviving are 
Mrs. Getchell, daughter of Norman H. 
Davis, former U. S. ambassador, and two 
small sons, also another son, John, by a 
former marriage. 


O. L. Williams. 

O. L. Williams, operator of the Williams 
Outdoor Advertising Company, Waynesboro, 
Ga., died suddenly at his home in that city 
on November 4. He was 52 years old. He 
was a prominent farmer, fertilizer dealer, 
and cotton gin operator, in addition to being 
a plant operator. He was interested in 
church activities, having been a deacon of 
the First Presbyterian church of Waynes- 
boro. He was also a former member of the 
city council. 


Oswald B. Cooper. 


Oswald Bruce Cooper, 61, internationally 
known designer of type faces, died at his 
home in Chicago on December 16. He had 
been ill for some months. He was born at 
Mount Gilead, Ohio, and at the age of 16 he 
became a printer’s devil in Coffeyville, Kan. 

Among his type designs best known in the 
sign industry is the series that takes his 
name. 


E. H. L. Vesperman. 


E. H. L. Vesperman, operator of the-Ves- 
perman Poster Advertising Company in Bis- 
marck, N. D., for many years, died on No- 
vember 24 in a Bismarck hospital. He was 
64 years old and became ill about four 
months ago. His connection with outdoor 
advertising dated back to when he posted 
circus and show bills about forty years ago. 


Mrs. John T. Bailey. 


John T. Bailey, wife of John T. 
Bailey, former outdoor advertising plant 
operator at Benton Harbor, Mich., died in 
that city on December 12. Bailey was active 
in organized outdoor advertising for many 
years until his retirement in 1939, 


Births 


Baby Daughter Arrives. 

Vincent Walsh and Mrs. Walsh (see page 
66, November, 1940, SIGNS of the Times), 
Pudsey, near Leeds, in Yorkshire, England, 
became the parents of “a lovely baby daugh- 
ter,’ on November 8. Walsh is in charge 
of screen-process production for a chain- 
store organization. 


Baby Paul. 


Harold Paul, president of the International 
Bronze Tablet Company, New York, was 
the recipient of a prize package that ushered 
in the holiday season for him, in the form of 
a new baby girl. 
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Magazine Uses Outdoor! 


but 
Newspapers have long been users of outdoor 


Newspapers, yes, magazines, no. 
Magazines, for some reason, 
have not. It is therefore a matter of his- 
torical significance that, in metropolitan 
Boston, the mediums of outdoor advertising 
and radio are being combined in promoting 
New England’s recreational magazine, Play- 
time. A rotary paint display in the metro- 
politan Boston area is the most conspicu- 
ous feature of the campaign. 

“Our outdoor advertising program,” states 
Ed Place, publisher and editor of Playtime, 
in a letter to John Donnelly & Sons, “has 
been most successful, even though it has 
only been in progress for a little over one 
month. It has caused many favorable com- 
ments, and I am very much pleased with 
the results.” 


Opens New York Office 


The New York office of the Point-of-Pur- 
chase Advertising Institute, Inc., has been 
established at 52 Vanderbilt avenue. Edward 
T. Sajous, who was appointed executive- 
secretary of the new organization in Octo- 
ber (see pages 67 and 106, November, 1940, 
SIGNS of the Times), is in charge. Sajous 
was formerly sales promotion manager of 
the General Foods Corporation. 

L. L. Grisamore, Arvey Corporation, Chi- 
cago, is president of the association; George 
C. Kindred, Kindred McLean, Long Island 
City, is vice-president, and George L. Rose, 
The Mounting & Finishing Company, Brook- 
hyn, is secretary-treasurer. 

Originally sponsored by display mounters 
and finishers, the institute now has national 
advertisers and lithographers represented in 
its membership. Three directors from each 
branch now form the board. Dissemination 
of information relating to the value and use 
of point-of-sale advertising is one of the 
principal functions of the institute. 


advertising. 


‘“Face-Lifting” Revealed 


The part that modern signs and_ store 
fronts play in the rehabilitation of a city’s 
business district was pictorially revealed in 
the course of an address by Dudley W. 
Frost, manager of the Downtown Property 
Owners’ Association of Oakland, Calif., 
when he spoke before a luncheon meeting 
of the St. Louis Real Estate Exchange, St. 
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Hi-Spots in the News 


Louis, last month. His subject was “Down- 
town Face-Lifting’” as one means to help 
defeat decentralization. 

He displayed a series of “before and after” 
pictures illustrating the rehabilitation of 
Oakland’s business district, and in each case 
the reconstructed building contained mod- 
ern signs instead of old signs. The pictures 
revealed the important part that the sign 
owners can have in affecting the general 
atmosphere, progress, and business of down- 
town districts. 


To Hold Sales Meeting 


Electrical Products Consolidated of Seat- 
tle is, for the first time, holding a general 
sales meeting of all its salesmen, at Seattle 
from January 5 to 10, inclusive. About forty 
members of the sales personnel of the com- 
pany will be in attendance at the meeting, 
George K. Comstock, president of the com- 
pany, has announced. 

The company has frequently held regional 
sales meetings, but never before has it held 
a meeting of all its ‘salesmen throughout 
twelve of the western states. The wide, 
scattered territory over which the company 
operates makes it very difficult for all the 
salesmen to get together at one time in one 
place. Those attending will have traveled 
in excess of 73,000 miles to be present, Presi- 
dent Comstock estimates. 


Processors Elect Officers 


At a recent meeting of the Chicago Silk 
Screen Printers’ Guild, John Key, president 
of the American Screenprint Corporation, 
was elected president, and Wallace Mac- 
Kinney, president of Piper Advertising Prod- 
ucts, was elected secretary and treasurer. 

The guild, an association of thirty screen- 
process printing concerns in the Chicago 
area, was founded seven years ago by Pat 
York of W. P. York, Inc., Aurora, Ill. It 
meets once a month and is credited with 
having accomplished a great deal of good 
for all concerned. Past presidents have 
been Caspar Engert of Poster Products, Inc., 
Pat York, William Reinke of the Oil Color 
Litho Company, and E. F. Keil of Litho 
Paint Poster. 

Correspondence is being invited from simi- 


WELCOME! 

Among out-of-city visitors to the Cin- 
cinnati office of SIGNS of the Times 
last month were: 

George Lenzer, Erie, Pa. 

H. B. Averick, general manager, Nu- 
film Products Company, Inc., New York 
City. 

Jack Donahue, 
Company, Boston. 

E. J. Schulenburg, Sangamo Electric 
Company, Springfield, Il. 

C. E. Harris, The Harris-Rood Ad- 
vertising Company, Terre Haute, Ind. 

Channing Whitman, Atlanta, mid-west 
representative Voltarc Tubes, Inc. 


The Ink 


Carter’s 


COMING EVENTS 


January 20-21 — Forty-seventh annual 
convention, Outdoor Advertising Asso- 
ciation of Pennsylvania; Lancaster. 

March 2—Meeting, Indiana Confer- 
ence of Sign, Pictorial and Display 
Painters’ Local Unions; Indianapolis. 

March 10-15—Annual Sign Week, the 
industry’s opportunity of the year for 
the unified promotion of the sale and 
use of more and better signs and 
displays. 
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lar groups in other parts of the country by 
Secretary MacKinney, 2320 South Western 
avenue, Chicago, in an effort to promote a 
cooperative movement to further elevate the 
screen-process industry as a whole. 


Process Jurisdiction Status 


L. P. Lindelof, general president, Broth- 
erhood of Painters, Decorators and Paper- 
hangers of America, has been endeavoring 
to arrange a meeting with George L. Berry 
of the Pressmen’s International Union re- 
garding the latter organization's proposed 
effort to obtain jurisdiction over screen- 
process operators, but does not expect that 
the meeting will materialize until after the 
executive council meeting scheduled to be 
held in Miami late in January or early in 
February. 

“T am eager to get this matter adjusted so 
that peace and harmony will prevail within 
the industry,’ Lindelof stated to SIGNS 
of the Times. “Under no circumstances will 
I relinquish any part of this work to the 
Pressman’s International Union.” 

Lindelof had a long conference with 
Berry on the subject at the recent A. F. L. 
convention in New Orleans. 


Indiana Conference Formed 


Delegates from local unions in Indiana 
met at Indianapolis on November 24 to or- 
ganize the Indiana Conference of Sign, Pic- 
torial and Display Painters’ Local Unions. 
The meeting was called by Nelson P. Swift 
of Local 1012, Indianapolis, temporary 
chairman, who has been active for several 
months in laying the groundwork for the 
organization. Five locals were represented. 

A charter has been applied for and all 
sign locals in the state have been urged 
to join. Many subjects pertinent to the 
craft were discussed and a spirit of enthusi- 
asm prevailed regarding the organization’s 
future possibilities. 

Charles Fulper, Local 572, Terre Haute, 
was elected president; L. F. Cargill, Local 
70, Gary, first vice-president; Edward Dose, 
Local 1253, South Bend, second vice-presi- 
dent; Edward Sherlock, Local 1252, Lafay- 
ette, third vice-president; Harry Krichbaum, 
Local 1012, Indianapolis, fourth vice-presi- 
dent, and Nelson P. Swift, Local 1012, was 
elected secretary-treasurer. Trustees are 
Floyd Lucas; Lafayette; William Wurth, 
Gary, and Fred Martin, Indianapolis. Karl 
Undine, Lafayette, was elected warden. 

The conference will meet three times a 
year, and the next conference will be held 
in Indianapolis on Sunday, March 2. 
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n America’s Metropolis 


and 


Out in America’s Granary 


NEON SIGNS 
Do Their Selling Job 


Wherever there are people—there you will find luminous 


tube signs employed by progressive merchants, manufacturers, 
theatres. 
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Great care is used in the design of these signs, originality is 
exercised to produce the maximum results for the user. And it is 
natural therefore that sign engineers and contractors are particular 
about the transformers they use and that so large a number always 


An old name takes a prominent place in Times Square, 
New York City—and of course Douglas Leigh, Inc., 
Rockefeller Plaza, New York City, who are responsible, 
installed Jefferson Transformers. 


SOON ONO IHN 


Famous for theatre jobs for the past 12 
: os years, Claude Neon Federal, Southwest, 
‘ << — : . _. y= : recently completed the signs and decorative 

. : " lighting for the three theatres—Orpheum at 
Wichita; Kennedy, Kirkville, Mo.; and the 
Peoples, Chanute, Kan.—all powered by 
Jefferson Transformers. 
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SIGNS or 


GOOD BUSINESS 
, = IN 194] 


Sig) .haye become vital beacons in 
mode: «commerce. They guide the pub- 
lic and ‘customers along avenues of 
business. They reflect character,’ wel- 
come, and confidence. The progress 
that has been made in the sign industry 
has beenyvin essential step in the de- 
velopme; _ aess. This growing 
™ - relations: gn of good business 
in 1941) «or the future. 

We are: prond’ of the place that 
SUPERIOR ». ALVANNEALED has 
found in the s” 1 industry and we take 
this opportuiity: to wish our many 
friends and ie ymers prosperity and 
good fortune in 1941. 


THE SUPERIOR SHEET STEEL CO., Canton, Ohio 


Division of Continental Steel Corp., Kokomo, Ind. 


} 


\ 


Boy-Hansen Metal Products Co. of Daven- 
port, lowa, built this modern marquee. 
SUPERIOR GALVANNEALED Sheets used 
in its construction furnished by Central Steel 
& Wire Company, Chicago. 
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